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Abstract 
The Effect of Mobile Devices and Computers on Syndicated Television Content 
 Daniel Patrick Scully 
 
 From the 1950’s to the 21st century, television viewing has continued to evolve, utilizing the 
technology available. The 21st century saw an increase in the flexibility of where and how viewers could 
watch programming. This was due to the availability of programs on computers and mobile devices 
(collectively, alternate devices). An analysis of the current parameters of popular programing and an 
examination of how viewers’ tastes differ between these two viewing methods will enable production 
companies to have the information they need to aid in their production decisions. In order to accomplish 
this goal, this thesis employed two methods. First, this thesis analyzed the most popular television shows on 
traditional television and alternative devices by genre. Secondly, a Qualtrics survey was conducted which 
asked detailed questions about the respondents’ viewing habits on traditional television, computers and on 
mobile devices. The survey delved into the reasons behind the respondents’ choices and which elements 
were most important to them.  Overall, the resulting data pointed to a diversification in the type of 
programming people will watch on alternate devices versus the programming the same customers would 
watch on traditional television. In terms of how much each specific element of a program affects viewers’ 
decisions to watch, the quality of the program’s writing was found to be the most important factor, across 
all viewing platforms.  Therefore, the two main recommendations would be:  first, production companies 
should work to fill the genre niches that were found to be popular online but are currently being 
underserved; second, production companies should focus on the quality of the writing of their 
programming, regardless of the genre. 
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CHAPTER 1:  INTRODUCTION 
Statement of Problem 
The “new three-screen environment” (television, computer and mobile devices) involves 
consumers who view content not just on their televisions but on their computers and mobile devices as well 
(Weinschenk, 2011, para. 2). While networks and technology companies scramble to provide the best 
websites, downloadable mobile applications (“apps”) and broadband service to cater to the consumer’s 
viewing experience, the question remains, what type of content will consumers desire to view as the 21st 
century continues?  With networks paying less and less for new series, producers will have to be more and 
more conscious of how successful the shows are when they are sold as reruns. The sale of reruns is called 
syndication. Originally, reruns were only syndicated to local networks (Greenfield, 2013).  Due to this new 
multi-screen environment, the future of syndicated content is much more than simply selling shows which 
run more than 100 episodes to local broadcasters for reruns. Syndicated content is now not only sold to 
cable but to a plethora of online video services including but not limited to Netflix, Hulu, iTunes, Amazon, 
and Google Play. The latest avenue for syndicated programming is accessing it on mobile devices (Seitz, 
2013). 
This thesis will research and analyze what particular shows and genres of shows are most popular 
on computers and mobile devices (alternate devices), and try to predict, using these trends, the type of 
syndicated programs that will be most successful and popular in these new opportunities for distribution. 
This thesis analyzes the differences between which types of shows are most popular on alternate devises 
against which shows are most popular on traditional syndication on broadcast and cable channels. 
The purpose of analyzing the most popular programs viewed on traditional television sets to the 
most popular programs viewed on alternate devices is to compare the unique elements of each viewing 
experience.  Based on the findings, it will be determined which elements are contained more frequently on 
each of the two formats.  This will illustrate which programs have greater popularity on alternate devices 
versus on television.  The programs most popular in each format and the elements contained  is important 
information as more and more syndication focuses around selling content not just to the television stations, 
but to websites for online and mobile streaming and download (Solsman, 2013).  
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 Production companies, when thinking about the long-term value of programs they are choosing to 
produce, must take into account the syndication potential of the program.  Furthermore, the production 
company must be conscious of the program’s potential in syndication on television versus its potential on 
alternate devices. This will allow the production company to invest in a manner that is appropriate to the 
long- term value of the television program being produced.  Production companies can then base decisions 
about the budgets they give their content, based on how much value the content is expected to have in 
syndication. If a program is more likely to be popular in syndication for alternate devices, the production 
company could choose to keep the program on a lower budget. The reason costs should be cut is because 
online syndication currently generates less revenue, and broadcasts in lower definition; therefore, these 
elements will not be as apparent to the viewers on alternate devices.  
With television programming at a fluctuation point between traditional television and computer 
and mobile device viewing, analyses of the current parameters of popular programing and how tastes differ 
between these two platforms will enable production companies to have the information they need to aid in 
their production decisions. 
 
Background: Major Events in the Rise in Popularity of Alternate Viewing Methods of 
Syndicated Television Programs 
The use of the internet as a means to watch television shows is a relatively recent development, 
with the bandwidth involved in distributing television shows online preventing its widespread use until the 
mid-2000’s (Salisbury, 2008). 
  iTunes was the first venue for watching full episodes of television shows on alternate devices that 
was adopted by major networks.  iTunes began selling episodes of television shows in October of 2005.  
These programs were available on iTunes the day after they aired on television (Salisbury, 2008).  iTunes 
did not stream the syndicated television content over the internet to consumers, instead their business 
model consisted of consumers buying the episode and downloading it, with a limited rights usage file 
similar to those iTunes used to sell music while preventing piracy. By October 2008, iTunes had sold its 
200 millionth episode of a TV program, and at that time it had over 30,000 different episodes of television 
programs available (Salisbury, 2008).  
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Hulu and Netflix were the first services offered for watching television shows online via 
streaming.  Netflix started as a DVD rentals-by-mail service in 1997, and the company began offering 
streaming content to its subscribers in 2007 (Leonhardt, 2006).  Netflix’s online streaming service, when 
initially offered, consisted of films only, with the company starting its online streaming service with just 
1000 movies in the summer of 2007 (Anderson, 2007).  Netflix’s selection has increased rapidly since 2007 
(Auletta, 2014). Due to the rising cost of acquiring films from studios to show on Netflix, Netflix began in 
2012 to shift its focus to television shows.  Industry insiders, interviewed by Bill Carter and Brian Stetler 
(2012), estimated that by the fall of 2012, television shows made up somewhere between 50 to 80 percent 
of the online content viewed by Netflix subscribers. Carter and Stetler called this, “an impressive triumph 
for TV over film” (Carter & Stelter, 2012). Netflix has gone from only buying and streaming syndicated 
content to producing its own new streaming content. This began in 2012 with the comedy series 
Lilyhammer (Carter & Stelter, 2012). In the first half of 2013, Netflix released two high profile original 
series: House of Cards starring Kevin Spacey, and new episodes of Arrested Development. Since Arrested 
Development was originally aired on, and subsequently canceled by, the FOX broadcast network, these 
episodes marked the first time that a canceled network television show had new episodes produced 
exclusively for a streaming video service (Carter & Stelter, 2012). Netflix’s status as a producer of 
programming on par with traditional television networks was validated when, in August of 2013, it 
received 14 Emmy nominations for its original shows: Arrested Development, Hemlock Grove, and House 
of Cards (Levin, 2013). This status was further validated by Bruce Rosenblum, the chairman of the 
Academy of Television Arts and Sciences who said, "It's all television, whether people watch on a mobile 
device, a tablet or a flat screen” (Levin, 2013). 
Hulu was founded in March of 2007 as a joint venture between NBCUniversal, News Corporation, 
The Walt Disney Company and Providence Equity Partners. It is notable that this ownership includes all of 
the major broadcast networks except for CBS (Associated Press, 2010). Hulu’s ownership by major 
broadcast networks allows it to stream numerous programs produced by these broadcasters’ production 
companies. Hulu was initially entirely free and supported through advertisements. In 2010, Hulu no longer 
made full seasons of shows available.  Instead, episodes were found on Hulu for a limited number of weeks 
after they aired.  On November 17, 2010, Hulu launched Hulu Plus, a pay site. Hulu Plus has shows 
  4 
available perpetually, without the limits on the free portion of the site and also contains whole series of 
older programs (Associated Press, 2010). 
Since the release of the iPhone in 2007 (Grossman, 2007) and the iPad in 2010 (Ellis, 2010), 
streaming has moved beyond the computer and onto mobile devices. The 2012 London Olympic Games is 
an example of the increased popularity of mobile devices with the public for watching television content. 
Though the Olympic Games involved replays of sports programming rather than syndicated content, they 
are a good indicator of the increased public interest in watching television content on mobile devices.  For 
example, NBC had 10.1 million unique visitors watch video content on the mobile version of its Olympics’ 
website. This was up 55 percent from the 6.5 million unique visitors for NBC’s coverage of the 2008 
Beijing Olympics (Kapustka, 2012). The games were even more popular on mobile in the United Kingdom. 
The BBC saw 11.2 million unique viewers of Olympic coverage from mobile devices.  Of these unique 
viewers, 2.3 million were on tablets (e.g., iPad) while 9.2 million were on smartphones (Page, 2012). This 
popularity demonstrates that the trend toward mobile device viewing extends beyond the U.S. market.  
The popularity of video consumption on alternate devices during the 2012 London Olympics 
provided an example of online media content for sports programming’s rapid increase in popularity since 
2008 (Page, 2012).  At those games, online coverage of the events was overall, worldwide, consumed by a 
larger audience than the television coverage of the events (Billings & Hardin, 2013, p. 847).  However, an 
increase in online media consumption of the games was not always at the determent of traditional television 
coverage. Instead, most viewers were found to have used a combination of the two to get complete 
coverage of the Olympics.  Andrew Billings and Marie Hardin explained “Olympic fans did not make an 
‘either/or’ choice but instead a ‘both and’ or ‘all possible’ choice to access content.  This pattern has 
important implications for media producers who may provide a first or second-screen experience” (2013, p. 
848). 
Sports programming, in addition to the Olympics, continues to be a draw for live online video 
viewing. This is because the online video content allows fans to see games that are not playing in their local 
television market (Brown, 2014). Live sports footage is normally the most expensive content for broadcast 
networks and cable channels to acquire, so maximizing the profit from these broadcasts is particularly 
important to media outlets. Both media outlets and sports leagues have begun to broadcast live game 
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footage online and to mobile devices (Brown, 2014).  Highlight videos and other footage are created 
specifically to attract viewers to the websites of sports teams and sports news programs (Cavalier, 2011). 
This is an increasingly lucrative and important aspect of sports reporting, and has allowed previously local 
sports reporters to rise to prominence due to their deft use of an online presence (Cavalier, 2011). Adam 
Cavalier points out, however, that these online video extras and other additional coverage, while popular, 
are, at this point, mostly consumed only by the most devoted fans of particular teams, making them still a 
niche market (Cavalier, 2011). 
 Most of the existing products developed by sports leagues to show their live games on computers 
and mobile devices have been focused on selling games which are only airing in local markets to fans of 
teams who live outside of that team’s market. For example, a Phillies fan who lives in Philadelphia and 
wants to watch a game airing only on Comcast Sports Network would not have access, but a Phillies fan 
who lives in San Francisco, California could buy a subscription to the MLB.tv site created by Major 
League Baseball and watch every “out-of-market game” (Brown, 2014). “Out-of-market” refers to a game 
that is not playing on the subscriber’s local broadcast and cable stations. Therefore, if a game is available 
locally on a cable channel or a television network, it will not be available to subscribers to MLB.tv. This is 
done so that television channels buying the rights to baseball games do not see MLB.tv subscriptions as 
something which is eroding their audience base. A network would not want to pay millions of dollars to 
show a game only to find out that fans choose to instead watch it on their computer using MLB.tv (Brown, 
2014). 
Starting in February 2012, the NFL’s Super Bowl championship game has been simulcast on the 
website of the network that was airing the game. When NBC did this in 2012, their feed used the same 
commercials as the television broadcast of the game (McIntyre, 2012).  For the 2013 Super Bowl, CBS 
instead chose to have a separate set of commercials sold specifically to air online in place of the television 
commercials, but the game footage played was identical to that shown on television.  This policy of the 
commercials being separate from ads in the television broadcast was continued when FOX aired the 2014 
Super Bowl (Oremus, 2014). 
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Purpose of the Study 
As television trends migrate toward more and more consumers employing a range of devices 
through which to watch programming, television distribution companies (e.g. CBS Distribution) now have 
more avenues through which to sell reruns of television shows (Seitz, 2013).  A television program that is 
commissioned by a single network, to be aired at a set time, is called off-network syndication when 
distributed as reruns.  This differentiates it from first-run syndication which are new programs that air for 
the first time as syndicated content (purchased by local channels).  Syndication of off- network programs 
has evolved from selling to local broadcasters, to selling to cable channels, to selling DVDs, to the current 
state where distribution companies can license their programs to a range of internet-based streaming 
services, as well as to digital download services such as iTunes and Google Play. A growing trend in 
television consumption is viewing programs on mobile devices (Weinschenk, 2011).  Figure 1.1 below 
illustrated the current model of syndication distribution for programing that initially airs on broadcast 
network:   
 
 
 
Figure 1.1: 21st Century Off-Network Distribution 
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While these new distribution channels allow for potentially increased profits through additional 
avenues for rerun syndication, production companies must know what type of content will attract the most 
viewers in order to know how to best utilize these additional revenue channels. Each new syndication outlet 
has seen success for specific types of shows. Situation comedies tend to be the most desired type of show 
for reruns on local broadcast stations, with shows such as Seinfeld drawing viewers to local channels 
(Garrahan, 2013).  Since Seinfeld went into syndication in 1998, the show has generated $3.1 billion in 
income (Garrahan, 2013).  Reruns of procedural shows (e.g. House M.D., NCIS) have become the 
backbone of many cable channels, with TNT playing Law & Order everyday on its network for close to a 
decade, and the USA network achieving high ratings with reruns of NCIS (Garrahan, 2013).  Dramas with 
complex seasons or series-long story arcs achieve top-ranked ratings when originally aired but prove less 
popular in syndication on broadcast channels. Two examples of this are the television shows Lost and 24, 
which both were in the top 20 most-viewed shows when first airing, but performed below the 
programmer’s expectations in syndication (Bushey, 2014).  One of the factors that contributed to this is due 
to the plots of these shows having season-long and series-long plot threads which create episodes that 
cannot stand alone since they depend on the viewer’s knowledge of past episodes. This is due to the nature 
of the release schedule of syndicated reruns. Syndicated reruns episodes will air every day, sometimes 
multiple times a day. This schedule prevents viewers from digesting the plots of these types of drama 
programs, since is it is very unlikely the viewer will catch every episode of these reruns (Fritz & Flint, 
2011). The difficulties of syndicating these types of programs is that “Syndicated serial dramas are a tough 
sell for cable channels because viewers need to watch them from the beginning or they won't understand 
them. Lose the audience in the first couple of episodes, and you've lost them for good” (Bushey, 2014). 
These same shows with overarching season-long and series-long story arcs were, however, very 
popular on DVD (Seidman, 2010). Two of the most popular DVD sets of television series season during the 
height of DVD sales were consistently Lost and 24 in which every episode is connected to thematic and 
plot development elements of the previous ones.  
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Research Questions 
The nature of the types of programming most popular with consumers has changed with each new 
syndication avenue. The newest avenues for syndication are online streaming or downloading of television 
programs to the computer, and downloading and streaming onto mobile devices (Fritz & Flint, 2011).This 
study will try to use data from sales and viewer numbers from these services, in conjunction with surveys 
conducted by the research of consumer preferences, to determine what genres of television programs are 
most popular in these new alternate viewing methods of syndicated content.   
Knowing which genres of programs have the greatest potential for success in online syndication 
will allow production companies to know if a series they intend to produce for network television will have 
the potential to be effectively sold in online syndication. Since television networks are increasingly paying 
production companies less per episode versus the increasing cost of producing programming, it is important 
for production companies to create programs with which will be able to find success in syndication 
(Greenfield, 2013).  This thesis sought to answer the following questions: 
• What genres of programming have the greatest potential for success in alternate 
syndication? 
•  What production elements are most desired by viewers on alternate devices? and 
•  What do the viewers themselves feel is the most important factor to cause them to 
continue watching a program, regardless of which platform it is on? 
 
Significance to the Field 
 Currently, all scripted programming produced for networks are: shot with top-of-the-line high- 
definition (HD) cameras; feature known talent which commands higher salaries; and features detailed and 
more extensive sets, as well as more outdoor (location) shooting. These elements, known as production 
values, make the programs look more enticing to viewers when watched in HD on large television sets. 
Networks pay production companies a licensing fee for the rights to air the program but this fee is less than 
the entire cost of the production of program.  This difference (the loss) in cost is the responsibility of the 
production company (Gervich, 2008).  Consequently, production companies suffer a financial loss on 
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programming until the reruns are sold into syndication (Greenfield, 2013).  Production companies must 
pitch their programs to networks, to be purchased for broadcast. The program must be renewed for five 
seasons in order to reach the number of episodes necessary for the program to be sold as reruns to local 
television stations and cable channels (traditional syndication) (Gervich, 2008).  
Due to the economic burden and risk of the production company only recouping production costs 
once the program reaches syndication, they must be aware of the cost of production for different types of 
shows.  Scripted programs made for network television currently cost the production company a minimum 
of nearly a million dollars to produce per episode. Half hour sit-coms cost less to produce than hour-long 
dramas. Hour-long dramas cost more, not just due to the length of the show, but also because of the cost of 
higher production values (Gervich, 2008). 
  While networks and production companies see these expenditures as necessary to produce a 
show which looks polished enough to air, analyzing the potential syndication revenue for a program could 
lead producers to decide to take the same concept for a show but pitch it to a network which airs shows 
with smaller production budgets, such as FX or USA. Many cable shows are able to negotiate deals for 
online syndication, and give the production company the advantage of having to spend much less per 
episode to create the same number of hours of programming something which is even more important to 
consider as the gap between what a network will pay for a show and what it actually costs to make grows 
wider and wider (Gervich, 2008).  A prime example of this is the show It’s Always Sunny in Philadelphia 
on the FX channel. This show’s production costs are one third of the budget per episode of a network 
sitcom. The fact that it has seen success in online syndication and traditional syndication illustrates that 
lower budgeted programs can still reap sizable syndication fees (James, 2010). 
Furthermore, these lower budgeted programs have become some of the most-watched programs in 
alternate devices (James, 2010). Using this knowledge, production companies can better position 
themselves for the future by putting their resources toward projects that will be popular in alternate 
syndication.    
With more and more consumers using computer and mobile devices to watch syndicated content, 
there are more avenues than ever before for syndicated television programs to be sold. This new three-
screen environment will allow production companies to create content that will be popular on the air, but 
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also will have high syndication value. Production companies can work with their distribution company to 
determine what platform of syndication their show is most likely to thrive in, and create the program with a 
budget that reflects its potential syndication profit.  
Further, using this research, examining which shows are favored by viewers on alternate devices, 
production companies can adjust the type of shows they create in order to produce programs which will 
give them the best return on their investment through syndication.  This will allow the production company 
to maximize its investment on the programs it produces.  
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CHAPTER 2: LITERATURE REVIEW 
Programming is no longer only viewed on the television channel on which it premiered. 
Viewers in 2014 have the option of watching the same programming on computers or mobile 
devices (alternate devices).  The viewing of television programs on these alternate devices comes 
about when the production companies behind the programming that airs on broadcast networks or 
cable networks sell their programs to services such as Netflix or Hulu through alternate 
syndication.  In order to understand the relationship between the production companies, the 
networks, and alternate syndication, the background on each of these was examined. 
Additionally, research was focused on how new technologies have changed the nature of content 
distribution and viewing habits.  
The history of this subject matter begins with traditional syndication and the relationship 
between production companies and networks.  The syndication of programming changed with the 
rise of cable television (Dempsey, 2003). Next, the technology of Digital Video Discs (DVDs) 
added new avenues for content distribution. Finally, the rise in popularity of viewing 
programming on alternate devices, first computers and then mobile devices, caused further 
evolution in the distribution of syndicated content.  
Television Networks and Syndication 
 Programming Production and Broadcast Networks 
When television became popular in the 1950’s, it quickly became apparent that it was not cost-
effective for television stations to create programming themselves to fill the entire broadcast day. 
Therefore, companies began to sell programs to local stations for them to air. Programs of this type were 
not produced by local broadcasters or their network affiliates. Instead, local television stations bought these 
programs from third-party production companies. These third-party production companies are companies 
not associated with the local channel purchasing the program or the local channel’s network affiliate. This 
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type of content became known as syndicated programming.  Syndicated content takes two forms: first run 
syndication and off-network syndication (Franks, 2011).  
First run syndication consists of programs that are produced specifically to be sold to local 
television stations. The Oprah Winfrey Show is an example of this type of syndicated content. The Oprah 
Winfrey Show was, for years, the most popular syndicated program on television. The program ran from 
1986 to 2011 and was produced by Harpo productions in Chicago, which was owned by Oprah Winfrey. 
The show was distributed by King World Productions (Franks, 2011). 
Off-network syndication entails programs that were originally produced and aired on the major 
broadcast television networks such as CBS or FOX. Traditionally, once these programs reached 100 
episodes, their production companies would have their distribution wing sell reruns of this program. These 
reruns would air on one station in each of the 210 television Designated Market Areas. Designated Market 
Areas is a trademarked term created by the Nielsen Corporation to describe how the markets have been 
divided up the United States for the purpose of determining television ratings. The distribution arm of 
television production companies such as CBS Distribution, or Warner Bros. Television Distribution 
attempts to sell the reruns of the show to a single station in every market (Franks, 2011). The distribution 
company has the flexibility to sell their content to a local network affiliate, a competing network affiliate, 
or an independent station. The local station selection by the distribution company is based on competitive 
market price (Franks, 2011). 
In fact, until the 1990’s, the Federal Communications Commission had regulations that mandated 
that the majority of programs aired on television networks could not be produced by the production 
companies owned by the networks airing the show (McAllister, 1995). Prior to 1970, there were no 
government rules about program production by the networks. The Financial Interest and Syndication Rules 
were created by the FCC in 1970 to prevent what they saw as a monopolistic dominance of television 
production by the three national broadcast networks (ABC, NBC, and CBS). When first imposed, the FCC 
did not allow any programs which were produced by a network’s production company to air on their own 
network. In the 1980’s, networks had a financial interest in a small number of programs that were allowed 
by the FCC to be aired by those networks.  This was mainly due to the FCC in the 1980’s approving media 
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company mergers that brought former independent production companies into the fold of media 
conglomerates that included television networks (Croteau, David, & Hoynes 2006). 
Despite these minor changes, FCC rules still required that the majority of programs shown on 
networks were still legally required to be produced by companies not owned by the network airing the 
program. However, this changed after FOX was launched in 1986.  FOX was able to get around the FCC 
rules by airing fewer hours of programming so they did not qualify as a network.  FOX produced many of 
the shows aired on the network including the hugely popular program The Simpsons. The other networks 
saw this as giving FOX an advantage over them by using this loophole and the networks sought to level the 
playing field by allowing their channels to also produce an unlimited number of their own shows. In 1993, 
the US District Court agreed and ruled that the majority of the1970 Financial Interest and Syndication 
Rules created by the FCC should no longer be enforced (Croteau, et al 2006). By the time the changes 
mandated by this ruling took effect in November of 1995, the Financial Interest and Syndication Rules had 
been “in essence eliminat[ed]” (McAllister, 1995). 
When a program shown on a network has been aired for multiple seasons, the production 
companies behind the program have enough content to sell the program as reruns.  Since syndicated content 
will air daily, up until the late 1990s, 100 episodes of a program were required for it to be syndicated 
(Dempsey, 2003). 
 
Cable Channels 
The rise in popularity of cable television in the 1980’s opened up a new market for distributors to 
begin in to sell reruns. This allowed distributers to sell reruns to cable channels, along with already selling 
reruns to local stations.  The rise of selling reruns to cable is recent enough that one show currently airing 
still has its syndication contracts with local broadcasters in effect from before this process was 
popularized.  The Simpsons has been on the air for so many seasons, that it was sold into local syndication 
before the contracts for local syndication allowed the distribution company to simultaneous sell reruns to 
cable channels. Consequently, The Simpsons is not allowed to be sold to cable stations under its current 
contracts with local broadcasters. This will remain the case until the show stops producing new episodes, 
since at that time FOX Distribution will be able to renegotiate these contracts.  There have been reports that 
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FOX Distribution is working with the local stations to which it currently licenses the reruns in order to sell 
the show to cable. However, currently the show remains exclusively on local television (Marechal, 2013a). 
Cable channels showing reruns created an increased demand for off-network syndicated 
programming. Though 100 episodes is the benchmark, the increased demand for content has caused local 
stations and cable channels to be willing to buy syndicated programs with fewer guaranteed episodes 
(Dempsey, 2003).  For example, The Big Bang Theory was sold for off-network syndication by its 
production company, Warner Bros. Television in May 2010 (Finke, 2012).  At this point, the show had 
only filmed 63 episodes, but had received a renewal from CBS, the network that broadcasted the show for 
24 more episodes for the 2010-2011 television season. This only brought the total number of episodes for 
the show up to 87, but the show was popular enough that Warner Bros. was able to get over $500,000 per 
episode from the top ten local markets, and was able to sell reruns of the show to Turner Broadcasting 
System (TBS) for $1.5 million an episode (Finke, 2012).  This was a record-setting price per episode, but it 
proved to be a good investment by TBS. The show has averaged three million viewers per episode in its 
reruns on TBS, making it the most watched sit-com on cable in 2012. Currently, it is the most watched of 
any sit-com on cable not just in reruns, surpassing new shows created for cable such as South Park and 
Anger Management (Adalian, 2012). To put this number in perspective, the number one sit-com on the 
NBC network for the 2012-2013 season was Parks and Recreation.  Its season five finale in May 2012 
garnered 2.99 million viewers, about the same number of viewers as reruns of The Big Bang Theory did for 
TBS (Bibel, 2013a). The fact that reruns of a sit-com on cable are able to outpace new episodes of the same 
genre of programming on one of the “Big Four” national networks highlights the popularity of syndicated 
reruns in the industry. While some analysts of the syndication industry have projected that these reruns, 
which were once only sold to local stations, lose value with each additional method through which they are 
licensed or published, the record-setting numbers for The Big Bang Theory show that popular programs can 
still succeed in syndication (Adalian, 2012). 
 
The Importance of Ratings Data to the Television Industry  
One of the most important aspects of the television industry is the ratings data gathered and sold 
by the Nielsen Company (Block, 2013). This data (the Nielsen ratings) uses a scientific survey from a 
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cross-section of American households in order to give a highly accurate estimate of the number of viewers 
that are watching every program on television. In addition to reporting the number of viewers, Nielsen also 
reports on the demographics of the viewers. This demographic data is very important to advertisers, who 
have specific criteria for the demographics to which they want to market their product. Nielsen ratings have 
long been the standard by which television channels determine their popularity (Block, 2013). Since 
television programs will be canceled if their ratings are too low, regardless of how well they are doing on 
alternate devices, understanding the Nielsen ratings data is a vital aspect of any part of the television 
industry. 
 
Home Technologies’ Impact on Television 
 DVD 
The advent of DVDs opened up a new and highly successful avenue for content distributors to sell 
reruns of off-network programs to the public.  Programs with continuing arcs which lasted the whole 
season such as FOX’s program 24 would normally not fare well in reruns, since their structure made them 
less enticing for viewers to the syndicated viewing model, where multiple episodes air every day, and the 
viewer could not catch every rerun. However, shows such as 24 were very successful in DVD sales. Before 
DVDs, VHS tapes of shows had never proved to be more than a niche market, but DVDs of complete 
seasons of TV shows sold well overall, and particularly well for a show like 24 where each episode ends on 
a cliffhanger (Adams, 2013; Lambert, 2003). 
 
DVR 
DVDs allowed viewers to watch a season of a television program at their own pace and on their 
own schedule, but required the customer to wait months until after the show had finished its initial run on 
television for the DVDs to be released (Carter & Stelter 2012). If consumers wanted to record a show 
which was airing on television and watch it on their own schedule, the only option for the late 1990’s and 
beginning of the 2000’s was the antiquated method of recording a show on a VHS tape using a VCR 
hooked up to the television. This changed with the invention of the Digital Video Recorder, normally 
abbreviated, DVR. DVR technology first debuted at the Consumer Electronics Show in Las Vegas in 1999 
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(Dean, 2003).  DVRs allowed for flexibility in viewing which threatened networks’ advertising-based 
business model, since it allowed the viewer to fast forward through commercials.  DVRs were an important 
technological development, and their impact on ratings and advertising has broad implications on the 
dynamics of the television industry.  
Two competing companies debuted DVR devices, ReplayTV and TiVo. DVRs consist of a box 
connected to the user’s cable feed which contains a hard disk which can be programmed to record channels 
at predetermined times. ReplayTV quickly faded out due, in part, to lawsuits from broadcasters and cable 
channels because ReplayTV’s feature which allowed the customer to automatically skip commercials. 
These lawsuits were one of the main factors which caused ReplayTV’s parent company SONICblue to go 
bankrupt in March of 2003 (Dean, 2003). TiVo conversely, grew in popularity. TiVo reached its peak 
number of subscribers in 2007, with 4.4 million subscribers (Bott, 2011).   
The rise in the popularity of TiVo can be attributed to it allowing customers to time shift 
programs, a term created to describe the box’s ability to allow customers to record a program and watch it 
at their leisure (Swann, 2012). The success of TiVo led to cable and satellite companies to begin including 
DVR capabilities in their set-top boxes. These boxes were rented to the consumer at a higher rate than the 
normal set-top box. Most of these set-top boxes from cable and satellite companies featured hardware 
produced by either Motorola or Scientific Atlanta (Swann, 2012). These boxes available through the cable 
company led to a decline in TiVo sales and customers from 2007 to the present. TiVo’s subscribers by 
2011 had fallen to 2 million, its lowest numbers since it was began its growth in 2004 (Swann, 2012). 
The new ratings data from DVRed episodes of first run television shows changed how networks 
calculate the ratings of a show. The Nielsen Company developed a new ratings system that included data 
on the size of the audience watching a program within the next 10 days, recorded on their DVR. This was 
reported in addition to Nielsen’s traditional ratings from when the program aired live (Carter & Stelter, 
2012). Bill Carter and Brian Stelter compared this new ratings system with the traditional ratings system in 
order to determine which specific programs gained the most viewers in the new ratings calculations data 
(2012). Carter and Stelter concluded that the shows which benefited the most were scripted shows such as 
Modern Family, House and Grey’s Anatomy. As more and more viewers began time shifting their viewing 
using DVRs, networks began to sell advertising spots based upon the live plus three days rating which 
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includes three days-worth of DVR viewers. Some companies advertising their products on television were 
fine paying rates based upon this figure, since it more accurately reflected how much exposure the show 
was actually achieving. However, other companies such as fast food companies preferred their ads to be 
seen live, due to the offers presented in them quickly going out of date (Carter & Stelter, 2012).  
 Nielsen, to address the time-sensitive nature of ads, began to issue an additional statistic for 
viewers who recorded the program, but watched the program on the same day it originally aired (and 
therefore keeping the commercials relevant). This metric was known as live-plus-same-day (Bachman, 
2010). Due to demand by television networks, Nielsen adopted the live-plus-same-day metric as their new 
standard for reporting ratings on April 1st, 2010. This replaced Nielsen’s traditional rating which only 
included live viewers.  Kathy Bachman explained that this decision was controversial and was particularly 
met with derision by advertisers (2010).  The issue advertisers had this new metric as the standard, is that 
viewers who record the program on the same day could still be fast forwarding through the commercials. 
This made the metric a less accurate representation of who actually watched the advertisement, rather than 
of how many viewers watched the program, but did not watch the commercials (Bachman, 2010). 
 
Alternate Syndication on Computers 
The advent of new technologies in the past three decades has given off-network syndicated 
programming more avenues through which to resell programs. The increase in internet speed in the 21st 
century lead to users watching longer videos online, full episodes of television programs, and full movies 
instead of just clips on YouTube.com. This was especially true with younger generations of internet users 
(Fox et al., 2010).  Bob Fox, John Senior and Peter Thomas go on to point out that, “these audiences are not 
just watching short YouTube clips on the Internet; they are watching long-form video, television shows, 
and movies” ( 2010, p. 52).  In 2010, 28 percent of the United States’ online population watched television 
shows or movies online at least once a week. This movement towards the alternate viewing of program-
length video content means that networks and cable providers must work to find innovative solutions to 
incentivize viewers to watch programming on traditional television instead of on their alternate devices.  If 
networks and cable providers fail to offer advantages to viewing programs on television, they run the risk 
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of becoming outmoded technology. This is analogous to the changes already seen in the newspaper 
industry and the music industry (Fox et al., 2010). 
 In the fall of 2005, Apple began selling television programs through iTunes. This was a new 
method for the distribution of syndicated content. The programs could be purchased by the customer 
straight from the syndicator the next morning after a program aired. With these sales through iTunes, 
production companies could profit from distributing reruns of their shows merely hours after the show first 
aired on network television. This allowed the distributors to begin seeing revenue from their shows much 
sooner than a decade earlier when they had to wait until their program had the 100 episodes needed to sell 
it into syndication, or in the early 2000’s when the DVDs of a season of a television show typically went on 
sale in the late summer or early fall before, shortly before the airing of the next season of the show (Hansell 
2005). 
 This instant syndication created some tension between distributors and networks, since being able 
to buy the show right from the distributor the next day has the potential to devalue the original network 
airing of the show, and to lead to lower Nielsen numbers for the network’s broadcast, and consequently 
lower advertising rates (Carter, 2012). However, in some cases these styles of reruns have been shown to 
help build the overall popularity of a show in terms of getting viewers talking about it online and creating 
buzz. Many analysts credit the viewership on Hulu of episodes of the Sit-Com “Community” as having 
helped generate the buzz around the show which has convinced NBC to renew it for five seasons, despite it 
having ratings which would be too low to traditionally justify renewal (Marechal, 2013b). 
 One of the aspects holding back further development in online television content is the lack of an 
ability to quantify the target-specific demographics that is possible through traditional television. While 
online viewing should, in theory, allow for more active feedback about the relevancy of advertising from 
each user, truly effective models for this have yet to be implemented (Nananukul, 2013). Narameth 
Nananukul conducted research into the theories behind current prevailing methods being used to capture 
demographic data for alternate viewing methods. This research led to his suggestion of a logistic regression 
model that could better comprehend online user demographic information and taste preferences (2013). 
Nananukul’s “inference model takes into account genre preferences and viewing time from users in 
different age/gender groups” (Nananukul, 2013, p. 143). 
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 Apple’s iTunes was the first major platform to offer online syndicated content, and this service 
was further popularized by Netflix Streaming, and Hulu (Carter, 2012). Youtube.com currently has 
numerous clips of movies and TV shows which are either uploaded by the distribution company’s own 
YouTube channel, or are licensed for use on YouTube from services such as MovieClips.com.  
However, when Youtube.com first rose to popularity in the mid 2000’s, it still had hundreds of 
thousands of clips of movies and television shows, but these had all been uploaded by fans. These clips 
violated the content’s copyright. Networks and movie studios slowly realized that rather than suing 
YouTube out of existence as they had with Napster.com, they could take advantage of YouTube.com’s 
revenue sharing model from ads in front of clips by posting their own clips of their content.  
Though CBS has been the most hesitant of the broadcast networks to put their programming on 
the internet, even CBS has a YouTube channel with clips of new programs (Fingas, 2013). CBS has been 
the most cautious of any of the networks when it comes to streaming (Fingas, 2013).  CBS overtook FOX 
as the most watched television network in terms of average number of viewers with CBS’s ratings in the 
2008-2009 television season. CBS continued to have the most viewers as of February 2014 (Patten, 2013; 
Bibel, 2014).  Additionally, CBS consistently had the highest-rated scripted television shows for nearly a 
decade (Patten, 2013).  As of February 2014, CBS did not show their content on Hulu, though in November 
of 2012 it began to have some of its content on Hulu Plus, particularly programs that are no longer on the 
air, such as I Love Lucy (Wallenstien, 2014). CBS had clips of their programs on YouTube and was of the 
opinion that YouTube clips serve as marketing tools that directed people to watch full episodes on their 
television stations.  CBS sees other types of streaming of their programs as eroding the television audience 
for their programs, so they do not put their programs on services such as Hulu and Netflix (Bachman, 
2014). 
CBS has made steps to allow for multi-platform viewing, including an initiative in March of 2013 
when CBS tried next-day online syndication of their hour long Drama The Good Wife through third party 
services. This strategy involved CBS releasing episodes of The Good Wife to subscription streaming 
services in a tiered release strategy. A tiered release strategy meant that episodes of the 2012-2013 season 
of The Good Wife were available on Amazon Prime starting in March 14, 2013. However, the same 
episodes were not released on Hulu Plus until September of 2013. This allowed CBS to incentivize these 
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services to pay more per episode of the show, by giving access to the show months sooner than if they paid 
the lower price that Hulu Plus paid. This is similar to how major Hollywood movie studios such as Warner 
Bros. or Universal will release a movie for home viewing first on Red Box, then on HBO, and then only 
when these higher revenue channels have had a period of weeks or months with exclusive access, will the 
movie be available on Netflix Streaming (Fingas, 2013). 
 
The Adaptation of Web Video Series to Television 
While distributors have been able to successfully syndicate their network television programs as 
online syndicated programs, attempts to do the reverse by adapting successful web video series into 
broadcast programming have failed to last past the first season (Bushey, 2014). One example of this is the 
2008 NBC hour long drama QuarterLife which began as highly successful “web episodes” that aired online 
on MySpace.com (Pierce, 2011, p. 314). This program came from the creators of Thirtysomething, and 
Once and Again, two shows that, while not top 20 hits, had been successful enough to make it to a full 
fourth and third season, respectively. Despite QuarterLife’s success online, and the program being created 
by established television producers, it was unable to translate that success into a television audience 
(Pierce, 2011). 
When existing footage from the QuarterLife web series was adapted as an hour long show on 
NBC, the show only lasted one episode. Only 3.1 million viewers watched the show which was, “The worst 
in-season performance in the 10 p.m. time slot by an NBC show in at least seventeen years” (Pierce, 2010, 
p. 315).   L. Meghan Pierce performed a textual analysis of QuarterLife and found structural elements in 
the program which made it suitable as an online program, but hindered its success at a network series. The 
content of QuarterLife catered to a very small niche audience, but these elements do not translate well to a 
wider television audience. Pierce explained, “It is apparent that QuarterLife incorporated elements of both 
hypermediacy and transparent immediacy. However, these elements were disproportional, possibly leading 
to its failure as a television series” (2010, p. 214). One of the formatting problems, was the that QuarterLife 
web episodes gave each character their own dense plot lines and backstories, but the format of the web 
series meant that the viewer could focus on the characters they were interested in, since each episode was 
from a particular character’s fictional web cam. The television show did not allow the viewer to pick which 
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character they wanted to watch content about, but carried over the many plots each character had in the web 
series. Therefore, the television show’s pilot had much more plot exposition, and asked the viewer to keep 
track of many more plot elements, than is traditional for a one hour television program (Pierce, 2010). 
Pierce explained, “Generally, new television programs introduce one overarching plot in a pilot series. 
Later episodes introduce smaller subplots as the audience becomes familiar with characters. However, this 
was not the case with Quarterlife. Within the first ten minutes viewers were introduced to all characters, 
their love interests, their career struggles (Pierce, 2010, p. 322). 
 
The Business Model of Advertisement Supported Alternate Syndication   
One of the reasons companies have been having trouble sufficiently quantifying and monetizing 
streaming television is that while it is very easy to determine how many unique viewers watch a television 
show on a website like Hulu, it is difficult to know the demographics of the viewers (Seitz, 2013). 
Nielsen’s ratings data for traditional television has precise demographics for their reports on viewership for 
broadcast and cable television. This allows networks to better cater to advertisers, since advertisers are 
more interested in the specific demographics of viewers rather than just the number of viewers (Seitz, 
2013). For advertising purpose, networks need to know, not just the number of people who are watching a 
show, but also need to have data on the popularity of the show among specific demographics. The most 
commonly used identifiers for demographics data from Nielsen are age and gender. Nielsen has specific 
age ranges in its demographics reports such as “men ages 25 to 37” or “women ages 18 to 25”.  
Nielsen began laying the groundwork to include the online viewing of television shows in the 
spring of 2013 (Block, 2013; Monti, 2013). The company began including measurements of online viewing 
in their reports in the fall of 2013, but this was stopped at the request of the National Association of 
Broadcasters (NAB) in February of 2014 (Spangler, 2013). The reason cited by the NAB was “NAB [was] 
concerned that the addition of broadband-only homes was reducing the number of ‘traditional’ TV homes 
and could understate local TV viewership” (Eggerton, 2014). Viewer numbers are important to 
broadcasters because shows on networks are broadcasted for free through the air by local affiliates of the 
networks, so on both a local and national level, companies like ABC, and CBS make the majority of their 
money through advertisers. Though retransmission fees from cable and satellite companies account for 
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some revenue today, the majority of revenue for these companies is still through advertising 
(Ramachandran, 2013). Until Nielsen is able to fully create a system to track online viewing habits and 
relate that to demographics of the individuals being surveyed by Nielsen, or until another company comes 
up with an industry-recognized method of doing this, advertising revenue based websites such as Hulu or 
similar websites such as the Sony owned Crackle.com, will be unable sell their ad space as effectively as 
can be done for traditional television (Seitz, 2013). 
Streaming reruns of programs are typically allowed to be shown by the channel that airs the show 
for set period of time, and a set number of times after the show first airs (Biro, 2011). This deal between the 
channel and the program’s production company is similar to the terms of their contract that allow the 
channel to show reruns of a show in the same timeslot in which it originally aired. These reruns are used 
since less than 30 episodes of the show will be produced per year, but the network will often want to 
continue airing that show in the same timeslot for all 52 weeks of a year. Much in the same way a network 
has a limited number of times they can show these reruns and a limited window in which they can show 
them, networks can only have the show’s previous episodes streaming on their own website or on websites 
like Hulu for a limited number of weeks after the episode first airs. As previously mentioned, the 
downloading of an episode via iTunes is done via a deal with the production company (such as Warner 
Distribution) not the broadcaster. When a website like the subscription-based Hulu Plus has episodes dating 
back to more than a few weeks from the current episode, these episodes have been bought from the 
distribution company (Biro, 2011). 
Though the advertising revenue from streaming television thus far has been minimal in 
comparison to what networks earn by showing the same programs on television, all the major broadcast 
networks, except CBS, air the newest episodes of their programs on Hulu the day after they are on 
television. Most cable channels, conversely, have a much more minimal presence on the internet when it 
comes to footage from their shows. Cable channels make much of their money through licensing fees from 
cable companies, and the heads of most cable channels believe they can make their channel’s content more 
exclusive, and therefore garner a higher licensing fee from cable systems, if they keep their programs 
offline.  The official websites for popular cable shows such as MythBusters or Walking Dead only have 
clips of the shows.  The sites for cable programs are designed to promote the viewing of the next episode of 
  23 
the show on television, rather than to serve as a way for viewers to watch programming content (King, 
2013; Correa, 2013). 
 
Services That Provided Unlicensed Television Content  
HBO has its website and mobile application HBO GO, but this service is only available to people 
who already have a cable subscription to the premium channel. The head of HBO has said on multiple 
occasions that he does not think there is a high demand for their shows from customers who do not have 
premium cable. However, this statement stands in contradiction to the fact that their shows are consistently 
among the most illegally downloaded through BitTorrent web-services (Seitz, 2012).   
 BitTorrent is method that allows users to upload digital content and share it. Services using the 
BitTorrent protocol have become a popular way to for people worldwide to anonymously distribute 
television shows. An example of a popular service used to distribute BitTorrent content of television 
programs is ThePirateBay.se (Carmack, 2005). The BitTorrent services are used almost exclusively to 
share copyrighted material without compensating the owner of the material.  BitTorrent services allow 
users to quickly download shows by using copies of the program from every user who is currently online 
and has that content on their computer. While BitTorrent sites violate the copyright of the material and 
have been shut down on multiple occasions due to this, they remain popular because they are free, easy to 
access, and have a wide catalog of television programming available on the services (Carmack, 2005). In 
the spring of 2013 the most downloaded television program across all BitTorrent sites was the HBO fantasy 
program Game of Thrones. Its popularity on BitTorrent services reinforces the idea stated by many 
journalists, including Eric Kain, who wrote that HBO would see much success if it offered its shows at a 
fee online (Kain, 2012). HBO does not allow its programs to be on Netflix streaming, Hulu, or to be 
downloaded via iTunes the day after they air. HBO has a presence on iTunes, for their popular shows such 
as Game of Thrones; however the programs are only available to buy, not to rent (2012). Kain explained 
that the expense from either buying an HBO subscription or buying the show on iTunes caused the show to 
be downloaded in such huge numbers (2012). Due to the lack of availability of HBO programs without a 
cable subscription, the downloading of the programs is pointed to as evidence by industry analysts such as 
Erik Kain and Dan Seitz that an audience for HBO’s programming exists among those who do not have a 
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cable subscription, and that some of the people downloading HBO programs would be willing to pay for a 
way to watch the content online without having a cable subscription (Kain, 2012; Seitz, 2012). Industry 
analysts such as Dan Seitz feel HBO is losing revenue by not making their shows available for customers 
who want to pay to watch them without cable (Seitz, 2012). 
However, not all BitTorrent users are those who would watch the show legally online if the option 
were available.  The second and third most downloaded programs in the spring of 2013 were The Big Bang 
Theory and How I Met Your Mother (Hardie, 2013). Both these shows air on CBS. While CBS does not 
allow their shows on to Hulu, they do air them for free with commercials on their website starting the day 
after they air on television. Further, their shows are available for purchase on iTunes the next day after they 
air (Hardie, 2013). The high number of downloads through BitTorrent of CBS programing, despite the 
shows being available for free on CBS’s website indicates an overwhelming dissatisfaction with CBS’s 
online streaming on their website. In online reviews various commentators, such as Nelson Abalos and 
Nicole Simon, stated that CBS.com’s player has not been updated in years and has a tendency to play the 
commercials at a volume much higher than the programs making for an overall unpleasant experience 
(Abalos, 2009; Simon, 2012). The criticism of CBS’s online video capabilities explains in part why their 
programs are more downloaded than other broadcast programming, since the other networks allow their 
programs on the more user-friendly Hulu (Abalos, 2009). Another reason the show is being downloaded is 
that when given the option of obtaining a program without having to pay or watch commercials, people will 
accept this convenience, even knowing that websites being used to do so violate U.S. Copyright Laws. 
However, comparing the number of downloads via BitTorrent of programs versus their ratings on 
Television supports the conclusion that many people looking for a program on their computers will watch 
programing through a legal alternate syndication method, if one is available (Dachis, 2012; Hardie 2013).  
 
Viewership Numbers for Netflix  
 As discussed above, one of the elements which has hindered programming being more widely 
available online is networks fearing that their programming being available online will erode the number of 
viewers achieved for the television audience.  Another current barrier for online off-network syndication of 
television programs is that the lack of an industry wide-standard for determining audience size. This makes 
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it harder to determine the value of these syndicated programs when the rights to stream them are being 
negotiated between the distributor and the website. Netflix is the most popular service for watching 
streaming movies and television, however it releases the least about of data about what shows are watched 
and how often by its users. The only method available is the list of the top 40 TV Shows and movies which 
are published daily on Netflix’s homepage, and is therefore available to all Netflix’s subscribers (Netflix 
Customer Service, 2013). In terms of how a specific show outside of these top programs is performing, 
distributors can only attempt to gauge what the value of the shows they own would be to Netflix based 
upon how popular the shows were in other venues such as when originally broadcasted, and how popular 
the show is on Hulu and iTunes (both of which release this information to the public). However if the exact 
popularity of streaming programs currently on Netflix were known, this would give an advantage to 
distributors of Netflix’s highest rated movies and television shows when it came time for Netflix and the 
distributor to renew their contract (Barrett, 2007). 
 Methods from outside research agencies have already begun to determine the popularity of some 
of Netflix’s programming. Analysis of internet traffic cross referenced with IP addresses associated with 
Netflix has allowed outside parties to determine that the website Netflix accounts for 33 percent of all 
internet traffic in the United States on an average day. This is 33 percent of any time of internet traffic not 
just video. This is the most of any individual website in the United States. This does not mean it is the 
website used the most frequently in the United States, since sites such as Google or Wikipedia are used 
more frequently each day, but their text-based content takes up much less bandwidth than streaming video 
(Reisinger, 2012), (Stenovec, 2013). 
Another method that has been used to reverse engineer audience size for Netflix by outside groups 
is analyzing the difference between the average bandwidth used daily in the United States to watch Netflix 
and amount of bandwidth used on a day when a new series goes live on Netflix. This was done when House 
of Cards debuted. House of Cards is a high profile, heavily advertised $150 million budgeted series 
produced specifically and exclusively for Netflix. It was far and away the most expensive and heavily 
promoted television program to make its debut online (Cullen, 2013).  While Netflix reported only that it 
was the most-watched piece of media on Netflix the week it debuted, outside parties tried to quantify its 
popularity (Williams, 2013; Cullen, 2013).  They found there was almost 5 percent rise in overall Netflix 
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use on the day House of Cards debuted. Further, Amazon’s Buzz feature, which aggregates how much 
movies, television shows, and celebrities are being talked about online, ranked House of Cards the most 
talked-about television show of that week, making it more “buzzed about” than any of the traditional 
television shows that aired that week (Cullen, 2013). 
 The same method of comparing the rise in Netflix traffic during the debut of an anticipated 
program was again employed by third parties to discover more details about the viewing habits of Netflix 
subscribers. It was estimated that Netflix had a ten percent increase in use on the day the Arrested 
Development new season debuted (Warren, 2013).  Arrested Development, as mentioned previously, was 
significant for being the first traditional television show to be canceled on a broadcast network and then 
brought out of cancellation by a website’s traffic (Warren, 2013). This could be seen as a watershed 
moment similar to when the canceled TV series The Paper Chase, became the first broadcast series to be 
brought out of cancellation by a cable television station, in this case the cable channel Showtime (Brooks, 
2009). In terms of how popular Arrested Development was on Netflix, all of the episodes of the show were 
released at once on the Sunday of the Memorial Day holiday weekend in 2013. Analysts had predicted the 
show might account for a five percent increase in Netflix activity. Christina Warren explained that these 
expectations were surpassed, with a ten percent increase in Netflix traffic versus the previous weekend 
(Warren 2013). The company Procera Networks conducted several evaluations of consumer use of Netflix 
for that Sunday. Procera reported that 36 percent of Netflix users were observed to have watched at least 
one episode of Arrested Development on the Sunday the program debuted (Warren, 2013). This estimate 
was well above industry analysts’ expectations. For example Timothy Stenovec predicted that a maximum 
of five percent of all Netflix traffic would be devoted to Arrested Development on that Sunday, rather than 
the 36 percent observed (2013). 
 Though Netflix is overall very popular and still growing, the company saw its stock price fall and 
the company lost almost a million subscribers due to price changes and public relations errors made by 
Netflix (Gelles, 2011). These changes included: raising the price of receiving disks and watching content 
online by over 50 percent and their much publicized spinning off of their DVD by mail service into a new 
company called Qwikster. The formation of Qwikster was announced to every single Netflix subscriber 
through a mass email that linked to a video of the company’s president explaining the situation. After the 
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division of Netflix into two companies was met with near universal derision by customers and industry 
experts, Netflix sent out another email to every subscriber announcing that Qwikster had been canceled and 
Netflix would remain one company (Gelles, 2011). 
These events cost Netflix over 800,000 subscribers, and caused Wall Street to raise questions 
about the company’s leadership and direction (Gelles, 2011). Despite the problems in 2011, industry 
analyst Jeff Gelles expected Netflix to continue to play a central role in the viewing of media through the 
internet. Gelles supported this opinion with the following points: Netflix got an early start in the business, 
and the continued high price of cable television subscriptions. The adage that “any publicity is good 
publicity” was also brought up by Gelles in order to explain why Netflix would be able to come back 
stronger than ever after its stumbles in 2011. Further, Gelles saw Netflix’s 2011 woes helped to build 
awareness of its brand, and the fact that its model of streaming reruns of television shows and movies once 
they come on video is not a shortcoming since few consumers have time to watch all the shows or movies 
they are interested in when they are first shown on television or in theaters (Gelles, 2011). 
 
Alternate Syndication on Mobile Devices 
 Though mobile devices could receive video content before 2007, the most popular “Smart phones” 
prior to this were first Palm Pilots and then Blackberries (Weinschenk, 2010).  Both these products could 
receive images and data and browse the internet, but the small size of the screen and the expense of data 
plans meant that they were primarily used as tools for businessman. The release of the iPhone by Apple 
Computers on June 26th 2007 began the current trend towards a three-screen environment (Nielsen, 2009). 
Several factors cause the iPhone to be used more for watching video content than its predecessors. The 
device appealed to customers who were younger and who considered part of its function to be an 
entertainment resource rather than a business tool like previous smartphones. Further the iPhone was a 
touch screen rather than having a built-in keyboard which allowed the entire front of the device to be used 
to watch a widescreen video when the phone was turned sideways (Nielsen, 2009; Weinschenk, 2010). 
 Another major factor that allowed for the iPhone to become popular as a video-watching device 
was the ease of access to iTunes through the device. Steve Jobs made the decision when iTunes was first 
launched, to set the purchase price of a song as low as possible (R. Meyer, 2013). Apple knew they would 
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not make a profit on the 99 cents per song price point. Jobs kept the price point as low as possible, since he 
saw iTunes as a method by which to further iPod sales. iTunes was built right into the iPhone, which also 
came with Wi-Fi access. This allowed iPhone users to download iTunes content directly to their phone. The 
content available from the iTunes store by 2007 already included numerous movies and television shows 
(R. Meyer, 2013). 
 Watching streaming video content on the iPhone was made even more user-friendly when 
websites including YouTube, Netflix, and Hulu made applications for the phone. Available from the Apple 
App Store, these software downloads allowed the iPhone to use Wi-Fi or the data plan from its cellular 
carrier for watching streaming video. The visual quality of these videos is lower than that available through 
the computer, but the lower resolution allows for the video to finish buffering and start playing at speeds 
similar to the speed at which one can watch a streaming video on a computer (Cheng, 2012). 
The Android operating system for touch screen devices was announced by Google in 2007, and 
the first mobile device which used this software was the HTC Dream (also called the T-Mobile G1), 
released on October 22nd, 2008, with the Android Market launching the next day.  The Android Market 
content, which could be purchased and downloaded similar to the music, movies, and television shows 
available through Apple’s iTunes, and also had free and pay 3rd party applications which could be 
downloaded from it, making it also analogous to iPhone apps. Android has gone on to be used by numerous 
phones and tablets released by many different brands, and by 2012, Android had surpassed Apple’s iPhone 
software as the world’s most widely used smartphone software. That same year, Google changed the name 
of Android Market to Google Play (Brodkin, 2012).  
 Realizing that customers wanted more video content, cellular carriers began making deals with 
content distributors to have access to movies television shows and professional sports footage. T-Mobile 
heavily promoted the fact that the film Avatar came pre-loaded on their newest phone, the Samsung 
Vibrant, when it first went on the market on July 21st, 2010 (Axon, 2010).  Verizon Wireless began offering 
a $ 9.99 premium version of the National Hockey League’s GameCenter mobile device application to all of 
its customers with 4G LTE phones in January of 2012 (Kennemer, 2012). The premium version of this 
application allowed the user to access NHL scores and footage. The app featured real time streaming game 
clips of in-progress NHL games. The NHL labels these clips “look ins” since they are live but not coverage 
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of the entire game. Verizon advertised this free app during television broadcasters of NHL game. In the 
winter of 2012, Verizon also renewed their contract to be the “Official Wireless Service Provider of the 
NHL and NHLPA” (Patten, 2013, para. 2).  
Since television networks are still able to much more effectively monetize the viewing of 
programs on television instead of online, channels have thus far put their shows online on their own 
websites, but have done little in the way of promoting the content or developing these video players. 
Distribution arms of production companies see a more immediate tangible benefit through selling their 
shows the day after they air through services such as iTunes or Google Play (Abalos, 2009). Consequently, 
the interfaces and technology for these sites is much more frequently updated, while sites like CBS.com or 
ComedyCentral.com have video players which have remained the same outmoded player for years (Abalos, 
2009; Simon, 2012; Brown, 2013). 
Distribution companies have chiefly put the syndicated episodes of their programs online either 
through selling them the next day through sites like iTunes or through selling the streaming rights of a 
whole season of a show to a site like Netflix after that same season has already been released on DVD 
(Barkhuus, 2009). However, in 2006, Warner Bros. Distribution tried an experiment in which they sold 
reruns to local broadcasters.  These reruns also came with a limited number of episodes of the show which 
the local broadcaster could air on their website. This was done with episodes of the popular television show 
Two and a Half Men (Benson, 2006). Since then, this practice was not tried again by Warner Bros. nor 
copied by its competitors, indicating it was unsuccessful. For streaming syndication, rather than iTunes 
style downloads, distribution companies have been increasingly concentrating their efforts on getting 
exclusive contracts to stream the programs on an individual channel. A recent example of this is PBS’s 
distribution previously airing Downton Abbey syndicated seasons streaming on Netflix, Hulu, and Amazon 
Instant Video. In the spring of 2013, PBS sought one company to pay more for the exclusive streaming 
rights to the program, and it can now be seen exclusively on Amazon Instant Video (Solsman, 2013). 
 
Summary 
 Starting with production companies distributing reruns to local broadcasters, programming has 
been re-packaged and distributed onto every new viewing method.  Programs produced for national 
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television have been distributed as reruns through cable channels beginning in the 1980s, adding DVDs in 
the early 2000s, computers in the mid-2000s and mobile devices in the 2010s.  Despite the increasing 
number of ways to view entertainment, syndicated reruns of national television have remained popular with 
audiences on each new platform as evidenced by the ratings data gathered by the Nielsen Company.  
 The alternate viewing devices of computers and mobile technology have grown exponentially in 
popularity since Apple began selling television programs on iTunes in 2005. Due to continued market 
growth for programs on alternate devices, it is of increasing importance to understand the content 
preferences of those viewing reruns on alternate devices. While the raw data of the most popular programs 
is available from these alternate content services (e.g., Netflix), this raw data does not detail why people are 
watching the shows they choose to watch. Furthermore, the most popular programming on alternate devices 
does not mirror the most popular programming on traditional television, with little research having been 
done into what causes this difference. Due to these factors, this thesis sought to analyze the most popular 
programming by genre on alternate devices, and compare it to the most popular programming on traditional 
television. In addition to this data analysis, this thesis conducted a scientific survey where it queried 
respondents about the reasons behind their viewing choices on alternate devices. Both these elements were 
used in order to illuminate the types of programming preferred on alternate devices, and the viewers’ 
specific reasons behind their program selections. 
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CHAPTER 3: METHODOLOGY 
Introduction 
The selling of reruns of television programs as syndicated content has expanded beyond reruns 
airing on local channels and cable. Syndicated reruns are also shown on computers and mobile devices 
(alternate devices). Since these alternate devices have been the fastest growing form of syndication 
throughout the 21st century, the type of programming desired in alternate syndication is important 
information for the television industry. Therefore, this thesis strives to determine and contrast viewer 
preference on alternate devices versus on traditional television.  
In order to determine viewer preferences on alternate devices, two major methods were employed. 
First, the top twenty programs for a specific date on the five most important alternate device services were 
gathered. This information was compared to the top twenty programs on traditional television on the same 
date. Furthermore, the alternate device data was also compared to the top twenty programs for the entire 
2012 to 2013 television season.  
The second method employed was a scientific survey. This survey consisted of a random sample 
of people in the United States who used their both their computers and their mobile devices to watch 
television. Multiple choice and short answer questions were asked of the participants to determine what 
programs and types of programs they most enjoyed watching online. Further, questions were posed which 
determined whether there were any programs or types of programs the participants desired to watch online 
but were unable to find on the five major services. 
 
Setting 
Background on the Services Chosen for Analysis by the Researcher 
 In order to compare internet views and downloads of television shows, the researcher first had to 
decide which services to cover. The five sources of streaming and downloads which were chosen to be 
covered in this study were: Amazon Instant Video, Google Play, Hulu, iTunes, and Netflix. These were 
chosen because they are the largest, most used, and most publicized streaming and download sites for 
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consumers. To understand why each service was chosen for this study, some background of each of the five 
services and their role in mobile video content must first be explained. 
  Netflix 
Netflix had a flat monthly fee of $7.99 per month to subscribe to its streaming video, as of 
February of 2014.  Netflix had over 30 million subscribers in the United States (33.42 million as of 
Netflix’s fourth quarter of 2013 statistics) (Welch, 2014).  The streaming content site consumed around 33 
percent of all downstream internet traffic on average during peak hours in the United States (peak hours 
being 9 PM to midnight) (Reisinger 2012). Netflix has applications which allow it to be watched on both 
Android and Apple mobile devices and does not carry an additional cost (Davis, 2013).  
While Netflix was very limited in the amount of data it released about the popularity of the 
service’s content, there was hard data available to Netflix subscribers. All Netflix subscribers have access 
to a list of the forty most popular programs. This list changed daily. Requests via email and over the phone 
by the researcher to Netflix for any additional data were declined. As mentioned in Chapter 2, Netflix 
guarded the data on the number of views of television shows and movies on their site more closely than 
other delivery platforms (Netflix Customer Service, 2013).  Industry analysis of this tactic by Netflix has 
reached the consensus that Netflix employs this tactic to prevent the distribution companies from having 
more leverage when re-negotiating licensing fees. With only the top 40 movies and television shows listed, 
and with this list changing from day-to-day instead of a cumulative popularity lists being available, 
distributors have less knowledge going into negotiations with Netflix about how popular their shows and 
films are on Netflix, and therefore how valuable they are to Netflix (Lauria, 2014).  
   iTunes 
Apple’s iTunes originated the model of paying to download commercial-free episodes of a 
television show, and making it available the next morning after the program first aired. iTunes was the most 
popular site to pay to download television shows, as evidenced by Nathan Arnold’s analysis of iTunes 
download statistics (2013). Since iTunes began selling television shows in the fourth quarter of 2005, the 
service had sold one billion episodes of television shows between 2005 and the fourth quarter of 2012 
(Arnold 2013). Television shows could be purchased by season or by individual episode via the iTunes 
store, and could be downloaded to the user’s computer, iPhone or iPad. On computers, iTunes can be used 
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on both Apple computers and Windows operating system based machines, but this is not the case with 
mobile devices. Since Apple saw the service as a means of promoting the purchase of their hardware 
products, iTunes was not available for Android or Windows phones, only for apple iPhones (Ritchie 2013). 
Videos purchased via iTunes could not be played on competing mobile devices, including competing 
tablets such as the Amazon Kindle Fire. iTunes averaged 800,000 television episodes downloaded per day 
(Gesenhues 2013). 
 Google Play 
Google Play was first launched as the Android Market and was created by Google as a place for 
users of Android mobile devices to purchase applications, music, movies, television shows, books, and 
other downloadable content. Google created it to be analogous to both the iTunes Store and Apple Apps 
Store. The Android Market was first launched on October 23rd 2008, and was changed to Google Play on 
March 6th 2012, when Android Market and the previously separate Google Music were merged into one 
virtual store.  Google Play’s television show downloads only began in June of 2012 (Tato, 2012).  This 
makes it the newest of the services being featured in this study. It was selected for this study due to it being 
analogous to iTunes for Android-based mobile devices. Last year Android software surpassed the iPhone 
Operating System to be the most-used software on phones worldwide (McCraken 2013). 
Google found new ways to try to integrate Google products into the consumer’s viewing 
experience. On July 24th 2013 Google launched Chromecast, a $35 device that plugged into a television’s 
HDMI port and allowed users to “sling” media from their Tablet, Smart Phone, or laptop onto their TV. 
The device worked with a user’s home Wi-Fi network, and unlike devices such as Apple TV does add 
another controller and interface;  instead the user controls the device from whichever device the user had 
linked to it, such as a tablet (Golijan, “Google unveils new Nexus 7” 2013).  The first 250,000 people to 
purchase the device received the added value of a free three month subscription to Netflix. Along with 
Netflix and Pandora, Google Play had the ability to interface with the device (Golijan, “Google shuts down 
Chromecast's free Netflix” 2013).  
 Hulu 
The media companies, 20th Century FOX, Disney, and NBC Universal began Hulu. These 
companies represented three of the largest broadcast networks in America, FOX, ABC, and NBC 
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respectively. CBS did not have any ownership in Hulu and did not allow any of their programs to appear on 
Hulu. Hulu had two types of streaming services. The first service provided a limited number of programs to 
be viewed for free by anyone in the United States. The programs on the first service, simply known as 
Hulu, generated revenue through commercials. The second service was Hulu Plus. Hulu Plus was a 
premium service which had a monthly fee and allowed subscribers access to a much wider range of 
programming. Hulu Plus subscribers still have commercials with their programs. Hulu had around four 
million subscribers to this premium service in 2013 (Harden, “Hulu Statistics,” 2013).  Hulu had an 
estimated 7,732,191 site visits from May 31st to June 29th 2013, which was down from 2013’s high of 
12,718,052 visits from February 1st to March 2nd of 2013 (Feldman, 2013). 
 Amazon Instant Video 
Amazon Instant Video offered two ways to pay for content. All instant video content was available 
for purchase by season or by individual episode for television. Many had the option to either rent the film 
for 24 hours or to purchase the film. Amazon Prime began as Amazon.com’s subscription which gave 
customers access to free two day shipping. To this same prime subscription, Amazon added free video 
content to the Prime membership in February of 2011 (Osako, 2011).  Amazon Prime had an estimated 10 
million member as of March 2013 (Greene, 2013).  
Measurement Instruments 
 Two major methods were used to gather data. The first involved compiling a list of the top 
programs on each alternative service and comparing these to the top programs on traditional television. The 
second consisted of conducting a survey, through Qualtrics, focusing on the participants’ programming 
preferences on alternate devices. 
 
 Comparison of Alternate Devices and Traditional Television Top Programs 
The method that the researcher employed to determine the most popular type of programming on 
each alternate service was to create an aggregated list of the most popular programs on the five alternate 
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services being studied and cross reference them with a matrix of the most popular programs on traditional 
television. The data on traditional television consisted of data both for the survey period, and for the entire 
2012-2013 television season. The researcher compiled a list of the top 20 television programs on each of 
the five services, and assigned a genre to each of the shows, based on the genre listed on the program’s 
Internet Movie Database page. This data from alternate devices was then compared to the data from 
traditional television. This data was compared, both in terms of which programs were shared between 
formats, as well as the percentage popularity of each genre overall on each of the two formats. The ratings 
data for both television and alternate devices was limited to viewers in the United States. 
The definition of success for both formats was based upon number of viewers. For the traditional 
television shows, top twenty television programs on broadcast and cable sourced from the Nielsen ratings 
for the survey period, and for the 2012 to 2013 television season were used. In order to determine the most 
successful programs on the alternate services, the top twenty programs from each of the five services being 
discussed were compiled. This data was sourced from the twenty most viewed programs for the period 
studied as reported by the alternate services. The researcher used this data to determine patterns about the 
most popular genres of programming in alternate syndication.  
The survey period used was a single day, July 25, 2013. The survey period was limited to one day 
to keep the sample consistent across all platforms. Each of the five services reported data for different time 
periods, with some offering the most watched each day, each week, up to the most watched for the 
website’s entire history. Other services, however, limited their reporting of the data to individual days. In 
order to have a sample that most accurately represented all five services, a single day was chosen and the 
data from each service on that particular day was compared. To ensure that the one day chosen was 
congruent with the programs normally most popular on each service, the services were all monitored 
throughout the final week of July 2013. Based on the programs that were reported in the top twenty for 
these services on the other days of the week, versus the programs for the day chosen, it was determined that 
this day was a good representation of the most popular programs on each service. After the list of the top 
twenty programs on each service was compiled, the genre for each program in the top twenty for each 
service was assigned. Any movies listed in the top programs on the service were omitted from the 
compilation due to the focus of the thesis covering only television programming.  
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Survey of Alternate Service Viewers 
The second research instrument employed was a Qualtrics survey. Qualtrics is company that 
conducts surveys for “every major U.S. University” (Randle, 2013, para. 7). The researcher created an 
original survey with original questions. The survey consisted of questions about the participants’ viewing 
habits both on the computer and on mobile devices.  The researcher worked with a data analyst at Qualtrics 
in order to collect the results of 82 respondents, all of whom used alternate services to watch television 
shows. Separate questions were asked to determine if the participants’ programming preferences changed 
across each of the three platforms being studied (television, versus computers, versus mobile devices).  The 
questions of this survey are reproduced in Appendix A.  
 
 Procedure  
For this project the research instrument consisted of two different methods. The first method involved 
analysis of the published data of the top 20 most popular programs on Amazon Instant Video, iTunes, 
Google Play, Hulu, and Netflix. The genre label for each program was determined using the genre listed for 
each on the Internet Movie Database. The top 20 most popular programs on traditional television were also 
gathered.  The traditional television data gathered was both for the top 20 programs during the July 25th 
survey period and the overall top 20 most popular programs for the 2012 to 2013 television season. The 
genre of the traditional television shows was determined using the Internet Movie Database. 
The second method employed was a survey conducted using Qualtrics to determine both what the 
participants watched on alternate devices and the specific reasons behind their viewing preferences. This 
survey allowed the researcher to garner much more detail than was available from the ratings data. The 
survey illuminated the participants’ preferences in programming, and whether this changed when watching 
on each of the 3 types of viewing platforms (television, versus computers, versus mobile devices). 
Furthermore, the survey determined what specifically it was that drew the participants to the programming 
they watched, by asking about how likely they were to watch a show due to individual program elements 
(such as the genre, the setting, or the cast). The survey also determined if there was any programming the 
participants felt was not widely available enough on alternate services, and the actions participants took 
when they could not find the programming they wanted on alternate services.  
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This scientific survey was of 82 random individuals. The only prerequisite to taking the survey 
was that the individual had to own either a smartphone and/or a tablet, and had to use either device to watch 
television shows. There were 82 total respondents: 46 of these were male; 36 were female; 34 percent of 
the respondents were ages 18 to 25; 26 percent were ages 26 to 34; 17 percent were ages 35 to 46; 6 percent 
were ages 47 to 54; and 17 percent were ages 55 or above. This is detailed below in Figure 3.1. 
 
 
Figure 3.1: Age Range of the 82 Survey Participants 
 
 
 
Data Analysis 
The resulting data was a mix of quantitative and qualitative information. While most of the 
researcher’s Qualtrics survey data was quantitative, the Qualtrics data included sections in which the survey 
respondents could discuss further information they felt was pertinent about what type of television content 
they watch or would like to be able to watch on alternate devices. These short response answers from the 
survey participants are qualitative, while the data gathered on the top television shows online and on 
traditional television, as well as the multiple choice questions on the survey were quantitative. For the 
analysis of most popular shows currently available on mobile applications and websites, this data will be 
quantitative in nature.  
The data from the two different measurement instruments (the survey and the ratings data) were 
integrated together to answer the researcher’s questions. The ratings data details exactly what viewers were 
watching on television and alternate devices for the survey period, while the Qualtrics survey data provides 
insight into viewers’ preferences about the programming, and the viewers’ rationale behind those choices. 
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The two data sets were combined to illuminate both what viewers were watching, and the reason behind 
their choices. This enabled the researcher to draw conclusions about trends specific to viewing on alternate 
devices. All survey participants were located in the United States.  
Once the data on the most popular programs on alternate devices had been gathered, it was analyzed to 
determine which shows and which genres were most popular across all five services. This gave the 
researcher a detailed picture of both the current national viewing habits. Further, this research illuminated 
any genres or programs that saw greater popularity on a particular service. In order to study the type of 
programming popular on alternate services as a whole, the popular programs by genre were compiled 
across all five services. The percentage of each genre represented in these most popular programs by genre 
was compared to the percentage of each genre found in the most popular programs on traditional television.  
The survey data was analyzed according to the data specific to each viewing method (television, 
computer and mobile device). The survey data was further analyzed to determine what elements were most 
likely to cause a viewer to watch a program for the first time (on any platform) and what elements caused a 
viewer to keep watching a program week after week. This information is important since it will give insight 
about what types of programs have the most potential to be successful on alternate services. 
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CHAPTER 4:  RESULTS 
 This chapter presents the results in two sections.  The first section is a comparison of the 
most popular television programs on the five alternative services as compared to the most popular 
programs viewed on traditional television.  The second section presents the results of the Qualtrics 
survey which goes into greater detail regarding viewers’ preferences on each device (Appendix A).  
The Data on the Most Popular Programs by Genre on the Top Streaming and Download Sites 
In order to gauge the most popular television programs on the five alternate services being studied, 
the researcher gathered data that would act as a measurement for the most popular television programs on 
each service. The researcher then compared this data to information on the most popular programming on 
traditional television. First, the top twenty most viewed or downloaded programs from each of the services 
were compiled. In order to get a snapshot of customer habits across platforms, data from the date, July 25, 
2013, was chosen rather than the cumulative downloads for a month or since the creation of the service. 
The full charts of all the top programs on alternate devices can be found in Appendix B. 
 The top 20 programs across all five services created a list of 100 total programs. Of these, 32 
were drama programs, 22 were comedies, 21 were children’s programs, 13 were science 
fiction/fantasy/horror programs, eight were unscripted programs, three were action programs, and one was 
an educational program. Table 4.1, following, compares the popularity by genre of programs viewed on 
television versus those viewed on alternate services on the date used for the study. The complete list of the 
most viewed programs on traditional television for July 25, 2013 can be found in Appendix C.  
The most popular alternate service content was further compared to the top programs for the entire 
2012-2013 television season. This second layer of comparisons allowed more complete conclusions to be 
drawn about a program’s relative popularity on traditional television versus on alternate devices. This was 
due to many of the programs that were the most popular on alternate services were not shown on traditional 
television on July 25, 2013. Therefore, in order to more fully compare the popularity of the programs on 
alternate services versus traditional television, it was beneficial to look at the most popular programs 
reported by Nielsen overall for the entire season. These overall ratings, by genre can be found in Table 4.1. 
The complete list, including viewership numbers and program names can be found in Appendix D. 
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Table: 4.1. Popularity by Genre 
 
  
Alternate 
Devices on 
July 25, 2013  
Traditional 
Television on 
July 25, 2013 
 All Traditional 
Television  for 
the 2012-2013 
Season 
Drama  32.00%   6.67%  34.62% 
Comedy  22.00%   20.00%  15.38% 
Children’s  21.00%   0.00%  0.00% 
Sci-Fi/Horror/Fantasy  13.00%   6.67%  3.85% 
Unscripted  8.00%   36.67%  30.77% 
Educational  1.00%  0.00%  0.00% 
Action  3.00%   6.67%  0.00% 
News  0.00%   6.67%  3.85% 
Sports  0.00%   3.33%  11.54% 
Game Show  0.00%   13.33%  0.00% 
Total Percentage  100.00%  100.00%  100.00% 
 
 
On this same day (July 25th, 2013), the Nielsen ratings for the top thirty programs in primetime on 
traditional television were gathered. The top thirty programs for this day consisted of eleven unscripted 
programs, six comedies, four game shows, two science fiction/ fantasy/ horror programs, two action shows, 
two news programs, two dramas and one sports program. It is evident from these findings that alternate 
device consumers were much more likely to watch dramas. Thirty two percent of the most popular 
programs on alternate devices were dramas, whereas only 6.67 percent of the programs viewed on 
traditional television were dramas. Viewers on alternate devices were also much more likely to watch 
children’s programs. Zero percent of the most popular traditional television programs were children’s 
programs. In contrast with this complete dearth of children’s programs on traditional television, these 
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programs made up 21.00 percent of the most popular programs on alternate devices. Science 
fiction/fantasy/horror programs made up a higher percentage of online versus traditional viewership, as 
well with 13.00 percent of viewing on alternate devices being dedicated to the genre compared to only 6.67 
percent on broadcast and cable.  
Alternate device viewers on July 25th were much less likely to watch reality programming than 
prime time television viewers. Only 8.00 percent of the most popular programs on alternate devices were 
unscripted programs versus 36.67 percent on traditional television. Alternate device viewers were also 
much less likely to watch game shows. Zero percent of the compiled top twenty programs for alternate 
device viewing were game shows, while 13.33 percent of the most popular television programs for the 
same date were game shows. There was one educational program in the list of programs on alternate 
devices, and none in the traditional television viewers list, making online viewers slightly more likely to 
watch educational programming. Generally, educational programming was not that popular either online or 
on television. The only sports program on either list was Total Impact a professional wrestling program. 
This could be arguably categorized in either unscripted programming or action programming, but was put 
in sports, since that is its industry designation according to the Internet Movie Database. One of the reasons 
for the lack of sports programming in the most popular alternate device programs is due to a lack of 
availability of sports programming. The reason for this lack of sports programming is due to sports leagues 
keeping the footage exclusively available on their own subscription websites. (The details of the sports 
leagues’ subscription websites are explained in the Background section of Chapter 1.) 
Overall, on network and cable programming for the entire 2012-2013 television season (which 
traditionally runs September to May) TV Guide’s list of the top 25 overall programs contained 26 programs 
due to a 3 way tie for 24th place with the programs: CSI, Survivor: Philippines, and The Following all 
receiving an average of 11.9 million viewers over the course of the season. This tie required that 26 
programs be reported instead of 25 (Schneider, 2013). Though there were other ties on the list, TV Guide 
considers these programs the next sequential number, for example The Ot and Castle count as two separate 
rankings even though they had the same rating. The 26th show was only reported because it tied with the 
25th program for the same rating, making its inclusion necessary.  The genres represented in the programs 
with the top 26 average viewers were: nine dramas, eight unscripted programs, four comedies, three sports 
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programs, one science fiction/fantasy/horror program, and one news program. The full list of the top 
programs for the 2012-2013 television season, and the genre of each program is shown below in Table 4.2.  
 
Table 4.2: Most Watched Shows of 2012-2013 Television Season on Traditional Television 
Program  Network 
Average Number 
of 
Viewers Over 
Entire Season (in 
Millions) Genre  
NCIS CBS 21.6 Drama 
Sunday Night Football NBC 21.0 Sports 
The Big Bang Theory CBS 19.0 Comedy 
NCIS: Los Angeles CBS 17.5 Drama 
Person of Interest CBS 16.2 Drama 
American Idol (Wednesday) FOX 15.1 Unscripted 
Dancing with the Stars 
(Monday) ABC 15.0 Unscripted 
American Idol (Thursday) FOX 14.8 Unscripted 
The Voice (Monday) NBC 14.4 Unscripted 
The Walking Dead AMC 14.3 
Sci-Fi/Fantasy/ 
Horror 
Dancing with the Stars 
(Tuesday) ABC 14.0 Unscripted 
Two and a Half Men CBS 13.9 Comedy 
The Voice (Tuesday) NBC 13.5 Unscripted 
Blue Bloods CBS 13.3 Drama 
Elementary  CBS 13.0 Drama 
Monday Night Football ESPN 12.9 Sports 
Modern Family ABC 12.7 Comedy 
Criminal Minds CBS 12.6 Drama 
The OT FOX 12.5 Sports 
Castle ABC 12.5 Drama 
Duck Dynasty A&E 12.4 Unscripted 
60 Minutes CBS 12.4 News 
Vegas CBS 12.0 Drama 
The Following FOX 11.9 Drama 
Survivor: Philippines CBS 11.9 Unscripted 
CSI CBS 11.9 Drama 
(Source of Data for table is Schneider 2013) 
 
 
 
When comparing these most popular overall programs for the most recent full television season to 
the most popular programs on alternate devices, dramas were slightly more popular on traditional television 
than on alternate devices, with 34.62 percent of the top television programs being dramas versus the 
slightly lower 32.00 percent for alternate devices. Comedies were more popular on alternate devices, with 
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22 percent on alternate devices versus 15.38 percent on television. Science fiction/fantasy/horror 
programming was much more popular on alternate devices, with 13 percent of all programs in that category 
versus only 3.85 percent on traditional television. Children’s programming was watched more frequently 
on alternate devices than on television, with 21.00 percent of the top programs on alternate devices being 
children’s programming, in stark contrast to the zero percent of top children’s programs on primetime 
television.  
 Unscripted programs were much more popular on television, with 30.77 percent of the top 
programs on television being reality versus only 8.00 percent of the most watched on alternate devices.  
Sports programming was much more popular on broadcast and cable than on alternate devices. None of the 
top 100 programs on alternate devices were sports-related, while 11.54 percent of the most popular 
television programs were sports.  
 
Results of Qualtrics Survey 
Pre-Screening Questions and Subsequent Data on the Growing Use of Alternative Devices 
To gauge the usage patterns and preferences of the general public in more detail, a scientific 
survey was conducted of 82 random individuals. This survey consisted of original questions composed by 
the researcher to generate data specific to the study of programming preferences on television versus 
computers versus smart phones. This full list of the questions for the survey can be found in Appendix A. 
In order to make sure all participants in the survey watched television shows on their alternate 
devices, pre-screening questions were used. This included questions about both computers and mobile 
devices. Since the potential participant needed to have a computer to access the survey, a question was 
asked determining if the potential participant used their computer to watch television programs. Those 
participants who answered affirmatively were allowed to continue with the survey. The next prescreening 
question determined if potential participants owned a mobile device. Once this was determined, the next 
pre-screening question asked for what activities the potential participant used the mobile device. In order to 
be selected to take the survey, the participant had to choose “Watch TV” as one of the activities. 468 
respondents in total reached this part of the survey. This question and other screening factors caused 
Qualtrics to eliminate respondents, which resulted in the 82 respondents chosen for the study. Of the 468 
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respondents who answered the pre-screening question concerning mobile device use, 51 percent of the 
respondents answered “Watch TV”. This shows the rapid adoption of mobile devices as ways to watch 
video content. According to Alexis Kleinman, three years ago, only 21 percent of Americans owned a 
mobile device (2013).  Now, in the survey conducted for this thesis, 87 percent of the 486 respondents 
owned a smartphone. Since this survey was conducted using the internet, it made it more likely for the 
survey taker to be an early adopter of technology. However, the rapid increase in mobile device ownership 
evidenced by this thesis’s survey is supported by Kleinman’s research. Klienman reports that the national 
average for mobile device ownership in 2013 was 61 percent, which is almost triple the percentage of 
smartphone users in 2010 (Kleinman, 2013). The results of this question are detailed in Table 4.3. 
 
 
Table 4.3: Activities for which Mobile Device is Used 
Answer  
Number of 
Respondents (out 
of the total 468) 
Percentage of 
Respondents 
Watch movies  246 53% 
Watch TV 
shows  237 51% 
Listen to radio  245 53% 
Surf the web  403 87% 
Play games  389 84% 
Other  54 12% 
 
 
 
Popularity of Each Genre on Traditional Television Versus on the Computer Versus on a 
Mobile Device 
 
Survey participants were asked to rank on a scale of 0 to 100 how likely they were to watch each 
genre of programming in the three formats being studied.  The survey results for popularity of programs by 
genre on traditional television found that the most popular genre was comedy. Comedy was ranked with an 
average value of 71.699 by the survey participants. The second most popular was sports with an average 
value of 62.821. The action genre was only narrowly behind sports, with an average value of 61.915. The 
fourth most popular was science fiction/horror/fantasy. This genre had an average value of 59.939. The 
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fifth most popular was drama. The average value for drama was 56.995. News was the sixth most popular 
genre with an average value of 55.552. Unscripted programs had an average value of 50.410.  Children’s 
programming was the least popular genres. This was by the largest margin between rankings on this entire 
list, with an average value of children’s programing being over ten percent lower than that of unscripted 
programs. The average value for children’s programming was 38.613. 
An interesting result of this survey is that science fiction/horror/fantasy ranked above drama and 
procedural. As shown in the analysis of the top television programs for the 2012-2013 season in the 
previous section, traditional television had many more prime time hits that are dramas than science 
fiction/horror/fantasy programs. The only science fiction/horror/fantasy program in the top 25 prime time 
programs of the 2012-2013 television season was the cable program The Walking Dead. The respondents of 
this survey indicated they were more likely to watch a program with the genre of science 
fiction/horror/fantasy than they were one with the genre of drama. Since this is different from the most 
popular programs on television based on viewers, this seems to indicate that there is a potential for more 
genres on television beyond the comedies, dramas and unscripted programs that currently dominate 
traditional television. The significance of this finding is discussed in detail in the conclusions section of this 
thesis. The Graph in Figure 4.1, below, illustrates the complete results for the survey question regarding the 
genre of programs watched on traditional television.  
 
 
 
Figure 4.1: How Likely Survey Participants are to Watch a Program Based on the Genre on Television   
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How Likely Survey Participants are to Watch a Program Based on the Genre on a 
Computer 
 
Survey results for popularity of programs on the computer by genre saw more votes spread across 
a greater number of categories. Comedy was still number one, but captured a smaller percentage of the vote 
than in the survey about television, moving down to an average value of 64.726. Sports programming 
remained the second most popular, with 56.231, despite its limited availability on alternate services, outside 
of the subscription based sites for each of the major professional leagues. Science fiction programming 
moved above action into third place with 53.943 percent of the vote. Action moved to fourth with 50.604. 
Drama stayed in fifth but its percentage lowered to 49.533 versus the 56.995 for traditional television. The 
graph in Figure 4.2 shows the complete survey results for programs watched on a computer. 
 
 
 
Figure 4.2: How Likely Survey Participants are to Watch a Program Based on the Genre on a Computer  
 
 
 
How Likely Survey Participants are to Watch a Program Based on the Genre on a 
Mobile Device 
 
The survey results for the popularity of programs on mobile devices saw diversification in the 
participant’s interests. There were an increased number of votes for genres which had been lower rated on 
computers and on television. Comedy remained the most popular, but at the lower average value of 56.075. 
Sports was in second again, but had a lower average value than on a computer or on television, with 
52.807. News programming moved into third place with an average value of 48.467 indicating an interest 
in accessing news through mobile devices.  
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Science fiction/horror/fantasy came in fourth, after news, with an average value of 46.047. Science 
fiction/horror/fantasy was again more popular than drama, which garnered an average value of 42.825. 
Besides the surge in popularity in news, viewers were more likely to watch a wider variety of programs on 
their computer than they would on their television, and viewers were open to an even wider variety of 
programs on their mobile devices, as shown by the lower ranked categories getting an increased percentage, 
at the detriment of the most popular categories. This diversification is evident in the chart in Figure 4.3. 
 
 
Figure 4.3: How Likely Survey Participants are to Watch a Program Based on the Genre on a Mobile 
Device 
 
 
 
In the next section of the Qualtrics survey, the questions concerned user preferences for the five 
services when viewing on a computer versus preferences for the same services on a mobile device. This 
was in order to garner if the participants’ preferences changed depending on the alternate device they were 
using to consume programming. 
Popularity of Each of the Five Services on a Computer 
In order to determine the popularity of each content service on a computer versus the same 
service’s popularity on a mobile device, the survey participants were asked about which service they were 
most likely to use on a computer, and also which service they were most likely to use on a mobile device. 
The results for use on a computer are shown in the graph below. This question had each survey participant 
rank each of the 5 services 1 to 5. In this question, “1” was the service most likely to be used, and “5” was 
the least likely.  
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Netflix was the most popular service to watch television programs on a computer by a large 
margin. Netflix was ranked first in 41 out of 82. The second most popular service was Hulu, with 19 first 
place votes. This was followed by Amazon Instant Video with 16 first-place votes... Google Play came in 
third with 11 first place votes, and finished last with iTunes with 9 first place votes. A full 50.00 percent of 
the participants picked Netflix as the service they would most likely use on a computer. In contrast, only 
10.97 percent of the participants picked iTunes as their favorite service. The full results to this question can 
are displayed in both Figure 4.4 and Table 4.4. 
 
Figure 4.4: Ranked Popularity of Each Service on the Computer 
 
 
 
 
 
Table 4.4: Ranked Popularity of Each Service on the Computer 
Service Ranking 1 to 5 (five being least likely to use) 
 1 2 3 4 5 
Amazon Instant Video 16 13 21 14 10 
Google Play 11 9 16 23 15 
Hulu 19 22 16 12 7 
iTunes 9 16 10 15 24 
Netflix 41 11 6 3 15 
 
 
 
Popularity on Mobile Devices of the Five Services Being Studied  
The survey respondents were asked to rank how likely they were to use the five services on a 
mobile device. The results were that services were in the same order from most favored to least favored as 
in the previous question. However, the votes were slightly more evenly distribution amongst all five 
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services. Netflix was, as on computers, the most popular option by a wide margin. However, it had slightly 
fewer of the same 82 participants ranked it highest. For mobile devices, there were 37 of the 82 total 
responses ranked it highest, whereas this number was 41 for on computers. Again, iTunes was the least 
popular, receiving both the most last place votes and the fewest first place votes. iTunes received eight 
first- place votes, which was one less than it received for watching on computers. However, iTunes also 
had more votes for last place, making it the least likely to be used service on mobile devices. The full 
results of this are shown in Figure 4.5 and Table 4.5. 
 
Figure 4.5: Ranked Popularity of each of the Five Services on a Mobile Device 
 
 
 
 
Table 4.5: Ranked Popularity of each of the Five Services on a Mobile Device 
Answer 
Ranking (1 being the most used 5 being the 
least) 
 1 2 3 4 5 
Amazon Instant Video 18 12 18 13 14 
Google Play 16 9 16 22 13 
Hulu 17 21 15 11 11 
iTunes 8 18 12 15 19 
Netflix 37 9 8 8 13 
 
 
 
Other Video Services Used by Survey Participants  
In order to ensure that no major video services were being ignored, the survey participants were 
asked if there were any other services they used besides the five being studied. 65 percent of the 82 
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respondents answered “No.” 35 percent of the respondents answered “Yes”. A follow up question to those 
who answered “Yes” asked what service(s) they used. Of these responses, typed in by the participants, far 
and away the most popular answer was Youtube.com. Other answers which came up multiple times 
included the websites for the respondents’ cable providers, such as Fios, and Comcast Xfinity. A few 
respondents answered with specific websites or applications for single channels such as ESPN Online or 
HBO Go.  
One surprising answer was “Twitch.tv.” Twitch.tv is a website which allows video game players 
to watch both live and prerecorded footage of people playing video games. Of the 35 percent of 
respondents who answered that they used a different service other than the five being studied, 67 percent of  
them answered that the various services they individually listed were their favorite service overall. 
What Genres of Content were Seen as Lacking on the Five Services 
In order to determine not just what people watched on their computers and on mobile devices 
(alternate devices), but what they wished to be watching, the survey participants were asked what genres of 
programming they would watch more of, if more content were available on the five services being studied. 
The results can be seen in the graph in Figure 4.6 
 
 
 
Figure 4.6: Percentage Average Value of Demand for More Content by Genre 
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On average, 52.67 percent of participants would watch more sports programming if it were 
available. This was the highest rated category in this question, garnering 10 percent more of the votes than 
any other option. Since sports content is the most expensive to acquire the rights to show, most general 
interest streaming services show little of it, leaving this content to sites such as MLB.tv or NHL Game 
Center, which are owned by the leagues and contain sports content specific to that league. While there is 
some sports programming available on the streaming services in question, it is almost entirely 
documentaries about sporting events that occurred years ago (Fang 2013). An example of the typical fare 
found on these streaming services is Once in a Lifetime: The Extraordinary Story of the New York Cosmos, 
a documentary about the soccer team that played in the 1970’s in the North American Soccer League (Fang 
2013). The second genre which survey participants most wanted more content from was action. The third 
most in demand for additional content was comedy. Both of these are consistent with the most popular 
programs overall from the survey. 
Despite the genres of programming that participants wished to have access to more content from, 
participants were overwhelmingly satisfied with the content available on the five services. When asked if 
they were able to, “find all of the shows you want to watch on Amazon Instant Video, iTunes, Google Play, 
Hulu, or Netflix,” 80 out of the 82 participants answered “yes.” This data is illustrated in Figure 4.7. This 
seems to be a reflection on the fact that even if the participant could not find the exact program they were 
looking for, they were still able to find more than enough television programs they were interested in 
watching. The implications of this are elaborated upon in Chapter 5.  
 
 
  52 
 
X axis is the Number of Respondents 
Figure 4.7: Are Survey Participants Able to Find All the Shows They Want to Watch on the Five Services 
(by number of respondents)   
How Each Element of a Program Affects the Survey Participant’s Decision to Watch a
 Program  
 
In order to try to garner which elements of programming were most important to the average 
viewer, survey participants were asked to rank six elements, that all programs contain, from most to least 
important. These elements were: the cast, the premise, the genre, the special effects, the program’s 
availability on your favorite online video service, and the television channel on which the program airs. 
Each participant in the survey ranked all seven elements with the ranking of 1 indicating it had the most 
influence on their decision to watch a program and the ranking of 6 indicating it had the least influence.  
The results indicated that the survey respondents were most likely to watch a show due to the 
genre. Genre was ranked the top option by 33 of the 82 respondents. The premise had the second most first-
place votes, with 23. The cast came in third with 17 votes. The remaining elements all received fewer than 
10 first-place-votes. The channel the program was on received 40 last place votes out of the 82 participants, 
making it the element that least affected their viewing habits, for nearly half of the respondents. This 
caused it to be, by a wide margin, the element least likely to influence a viewer’s decision to watch a 
program. The full results of how each element was ranked are found in the graph in Figure 4.8 
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Figure 4.8: The Number of Votes in Each Ranking for Each Element 
 
 
 
In order to further solidify the importance of each element in the eyes of the survey participants, 
the participants were also asked to rank these same six elements individually on a scale of 1 to 10. In this 
scale, 10 represented the element as having the most influence in causing the participants to watch a 
program, and 1 represented the element having the least amount of influence in the participant’s viewing 
decisions.  
Genre was the most popular category overall. The most chosen option by participants was the rank 
of 8 which received 20 percent of the votes. The mean value for all votes cast ranking genre had value of   
7.02. Genre was the element to achieve the highest mean value. This high mean value indicated that it was 
the element to receive the highest votes over all. Genre receiving the highest votes indicated that the 
participants were more likely to watch a program due to the genre than any other element. The graph in 
figure 4.9 lists the complete results for this question. 
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Y axis = Percentage of votes, X axis = Numeric Rating for Genre 
Figure 4.9: How Likely is the Survey Participant to Watch a Program Solely due to the Genre.  
 
 
 
For the category of premise, the mean value was 6.80, and the rank of number 7 and 8 tied for the 
most votes, with 16 percent each. Its having the second highest mean value and the high ranks of 7 and 8 
receiving 32 percent of the votes are evidence that premise is an element that the respondents weigh highly 
when deciding what programming to watch. However, its most popular ranking and mean value also 
illustrate that is not as important to the survey participants as the element of genre. The graph in Figure 
4.10 illustrates the overall votes for premise in more detail. 
 
 
Y axis = Percentage, X axis = Numeric Rating for Premise 
 Figure 4:10: How Likely is the Survey Participant to Watch a Show Solely due to the Premise. 
 
 
 
When the participants were asked to rank how likely they would be watch a program based solely 
upon the program’s cast, the number which was voted for the most by the participants was the rank of “8”. 
While the elements of “genre” and “cast” received the same “most voted for” rank, “cast” received two 
percent fewer votes than “genre”. Cast had a mean value of 6.41. This mean value was only the third 
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highest, with the elements of “premise” and “genre” having a higher mean value. The lower mean value 
and lower number of votes for the top ranking illustrate that fewer participants consider the cast of the 
program an important element in determining what to watch. These results are illustrated in the graph in 
Figure 4.11. 
 
 
 
Y axis = Percentage of respondents who voted for this choice, X axis = Numeric Rating of Cast 
Figure 4.11: How Likely is the Survey Participant to Watch a Show Solely due to the Cast 
 
 
 
The likelihood of viewers to start watching a program solely due to the show’s availability on their 
favorite online video service had a mean value of 5.95. This made it the fourth most popular element in 
terms of mean value. The most popular answer for this element was “5”. This was the lowest number of 
any of the most popular ranks from these individual element questions. However, the rank of 5 only 
received one percent more votes than the next most popular rank, which was “7”. The ranking of “5” being 
the exact middle for this gauge would indicate the respondent was neutral about the element. The rank of 
“7”, however, would indicate the respondent had interest in watching a program due to solely this element, 
since 7 is second highest rank that got the most votes for any element. From the high number for votes for 
the rank of 5 and from this element having only the fourth highest mean value, it can be interpreted that 
most viewers will not start watching a show due to its availability on their favorite online video service. 
However, from the popularity of the rank of 7, it can be interpreted that those who do watch programming 
because of its availability on their favorite online service, are likely to use this criteria an important element 
when making decisions. The full results are shown in the graph in figure 4.12. 
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Y axis = Percentage, X axis = Numeric Rating based on the Show’s Availability on the 
Participant’s Favorite Online Video Service 
Figure 4.12: How Likely is the Survey Participant to Watch a Show Solely due to the Show’s Availability 
on the Participant’s Favorite Online Video Service 
 
 
 
Special effects had a mean of 5.78. However, despite this low mean, it seems people are either 
passionate about special effects or indifferent to them, with little in between, since the high rank of 8 was 
the most popular option. In fact, Special effects received 2 percent more votes for the rank of 8 than even 
genre did, despite genre having a higher mean value. This division in the respondent’s reaction to this 
category is illustrated further by 10 percent of respondents voting for 1, the lowest rank. This makes it the 
element to receive the second most votes for the lowest rank. The high number for votes on the both the 
low and high end of the scale illustrates that the survey participants were heavily divided about what role 
special effects plays in their viewing choices. The full results of this question are shown in 4.13.  
 
 
 
Y axis = Percentage, X axis = Numeric Rating of Special Effects 
Figure 4.13: How Likely is the Survey Participant to Watch a Show Solely due to the Special Effects 
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The element of “what television channel the program is on” had the lowest mean value of any of 
the elements with a 5.0. The rank of 6 received the most votes with 22 percent of the vote. While this rank 
indicates there is some interest in what channel a program is on, the element received the fewest votes for 
ranks “7”, “8”, “9” or “10”. Furthermore, this element received the most votes for the lowest rank, of “1” of 
any element with 20 percent of the participants voting for the rank of “1”. This indicates that the channel 
that initially releases the television show is not a major factor for most viewers in determining what they 
watch online, though it does still influence some viewers. From the results of this question, it can be 
surmised that viewers tend to be more drawn to the actual content and cast of the show, along with its 
availability on the service they prefer to use rather than being influenced by what network aired the show. 
The graph in figure 4.14 shows the full information on the results of this question. 
 
 
 
Y axis = Percentage, X axis = Numeric Rating based on Television Channel the Show is on 
Figure 4.14: How Likely is the Survey Participant to Watch a Show Solely due to the Television Channel 
the Show is on 
 
 
 
Table 4.6 compiles the information on the individual element questions which has been detailed in the 
previous pages. 
 
 
 
 
  58 
 
Table 4.6: Mean Values and Top Voted Rank Numbers for Each Element 
Element 
Top 
voted 
rank 
% of overall votes 
for Top voted 
Rank 
Mean Value 
of Votes 
Genre 8 20% 7.02 
Premise Tie 7/8 16% 6.80 
Cast 8 18% 6.41 
Availability On Your  
Favorite Online Service 5 17% 5.95 
Special Effects 8 22% 5.78 
Television Channel  the 
program is on 6 22% 5.00 
 
 
A final question for this section asked respondents if there were any elements not mentioned in 
previous questions that determined what televisions programs they watch. This question had a text box into 
which respondents wrote their answers. The overwhelming majority of respondents did not have any other 
elements that caused them to watch television shows. Of the 82 respondents, only 7 had suggestions of 
other elements beyond those discussed. The most popular response out of these was the element of word-
of-mouth. Three different people listed this as playing a major role in what they watch. These responses 
were, “friends influence”, “I depend a lot on what other people suggest”, and “recommendations from 
friends.” The response that included, “recommendations from friends,” went on to indicate that this survey 
participant also gets into new television shows by seeing clips and cast members from the shows being 
interviewed on late night talk shows, and these late night talk show segments have influence on what shows 
this participant chooses to watch. Other respondents were more likely to watch shows which had some 
value beyond being merely entertainment. One respondent wrote, “When [the shows] have valuable lesson 
that I can relate to.” Another listed, “presentation of cultural background,” as being an important factor.  
 
How Additional Elements Influence What Programs People Watch. 
 In order to further determine the specific factors that cause viewers to begin watching programs, as 
well as what causes them to change their viewing habits, further questions were asked about more specific 
content of programming. The first of these questions was, “If your favorite actor was replaced in his or her 
role on a show, but everything else about the show remained the same, would you continue to watch the 
program?” The results of this were that the majority of participants would continue to watch a program 
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despite a cast change.  Of those surveyed, 66 percent answered they would continue to watch a show if the 
lead actor was replaced. 
 When participants were asked about how the program’s setting influences their decision to watch a 
program, the most popular answer was “Sometimes.” This option received 54 percent of the vote, which 
was 25 percent higher than the next most popular option.  This seems to indicate that while a program’s 
setting can factor into what makes a viewer first tune into a program, it is not the most likely reason. 
However, since the least likely answer was “never,” this indicates that setting does play a role in a viewer 
choosing what to watch for the first time, all be it a more minor role. The full results for this question are 
found in figure 4.15.  
 
 
Figure 4.15: How Often do you Decide to Watch a Program Because of the Program’s Setting? 
 
 
 
What Kept Viewers Watching a Program Week After Week? 
In order to determine what not only draws viewers to programs but keeps them tuning in for the entire 
season, the question was asked, “Are you likely to continue to watch new episodes of a show for similar 
reasons to what drew you to the program in the first place?”  A total of 94 percent of the respondents to this 
question answered “yes.”  
For the few respondents who answered “No”, a follow up question was asked. This question 
allowed the participant to type into a text box what specific reasons caused these respondents to continue to 
watch a program. Most of the respondents who said it was a different reason, still listed something from the 
categories offered in the questions about “what causes the viewer to begin watching a show.” This 
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indicated, that while the vast majority of people continue to watch a program for the same reasons that 
drew it to them in the first place, most who do not, continue watching the programing due to one of the 
other elements discussed, but that the element that keeps them viewing differs from the element that drew 
them to the program in the first place. For example, someone might start watching the program House, MD 
for the premise, but then continue watching it due to the cast, once they develop an affinity for the actors 
involved in the show. The participant that wrote a response that listed an element not discussed wrote, 
“entertainment level.”  While this is a vague answer, it seems to indicate the week-to-week story elements 
have to hold the viewers’ interest for them to keep tuning back in, regardless of the show’s other attributes. 
To garner more detailed information about what keeps viewers watching programs, an open ended 
question was asked of all of the survey participants. This question had a text box in which the respondents 
wrote the answers to the question of “Give an example of a show you watched regularly and then stopped 
watching. What was it about the program that made you stop watching it?” One response was: “Burn 
Notice, too many development issues, dragging out story lines.” This shows the difficulty in creating 
content which has a consistent and satisfying tone, and has enough plot developments to remain interesting, 
allowing the show to move forward without reaching a conclusion, since the program is ongoing. Two 
other interesting responses were: “CSI - The special effects got to be too gory for me,” and “We started to 
watch Criminal Minds but stopped because it got so creepy.”  
Some of the responses indicated that people will stop watching a show, due to external factors 
rather than anything directly associated with the program. For example, one respondent described how the 
respondent used to watch the program New Girl but can no longer view the program on television due to a 
change in the survey participant’s work schedule.  One participant had a particularly detailed response 
about why they stopped watching the ABC dramatic series Revenge: “Revenge. I watched the first season, 
but have not watched the second season; the plot was initially good and simple, but because they decided to 
renew it, they introduced too many characters and subplots which made it complicated and hard to follow. 
They should have ended it on the first season. Some shows should not last more than one season. They 
should have made it a mini-series instead of over several seasons.” This response shows that not every 
program is able to keep coming up with plot elements which continue to satisfy viewers season after 
season. Other responses expressed similar sentiments about losing interest in programs when the participant 
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felt the programs keep repeating plot elements. For example, “Sons of Anarchy - It got to be the same 
episode after a while,” “Lost, it was confusing and had too much drama. [Was] going in circles forever.” A 
respondent that stopped watching the Star Trek program Enterprise, due to the overarching story becoming 
dull. All these express a similar sentiment about losing interest in a show when the viewer sees the program 
as rehashing previous premises. Interestingly, no respondents indicated they stopped watching a program 
due to it changing its premise too much from the initial concept. This indicates that programs could 
potentially take more risks, since participants expressed displeasure in a program becoming monotonous 
but not in programs trying new story elements.   
 
  The Difference to the Viewer of Watching a Program on Each of the Three Formats 
 Another open-ended question asked in the survey was “How is the viewing experience different 
watching a show on TV versus watching on a computer versus watching a mobile device?”  Some of the 
most insightful responses had to do with the level of engagement of the viewer. For example:  
• “The bigger the screen, the more connected and immersed you feel. It's easy to look away 
from a phone or tablet and get distracted, where TV is the center of attention in the 
room”;  
• “TV is the best experience - the computer & iPad are convenient”;  
• “Watching [on] a TV is more intimate than a smaller mobile device”; 
•  “Screen is a lot smaller on mobile, harder to catch some details;” 
•  “Mobile is too small”;  
• “TV is better quality”; 
•  “Screen size is the main factor. I dislike watching on a mobile device because of the 
small screen size. I use the computer for convenience. The TV is when I really like a 
show”;  
• “ [I] feel part of the Action on TV”; and  
• “I rely more on sound and dialogue when watching on a computer vs. TV. The odds are if 
I am watching something on my laptop it's because I am doing something else at the 
same time and am using it for background”. 
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Other responses to the same question dealt with the convenience of computer and mobile device 
viewing, both due to their portability and because of the amount of control these devices give the viewer. “I 
like viewing on a computer as I control when and where I watch it,” said one survey participant. Others 
expressed similar sentiments, such as: “[Be]cause you can watch it anywhere you go,” “On a mobile device 
I can watch on-the-go versus on the TV or on a computer,” “It is cool, [I] can switch rooms and watch 
anywhere,” and “It is different because you can watch on your own free time and no commercials.” 
Another comment praised the ability to stop a show and come back seamlessly at the same point to watch 
one episode over different sittings that is afforded on computers and mobile devices. 
Others found the three types of viewing to be interchangeable. Responses that held this opinion 
included, “They are the same. I like having options of how I watch TV,” “Not very different except for 
quality of video,” “Not very different,” “Not much difference,” “I see no difference. ” Based on all the 
responses, it seems that viewers are currently divided into three camps: those that see no difference in the 
viewing experiences; those that prefer TV due to the larger screen; and higher quality picture and sound, 
and those who prefer tablets and computers due to their portability, the ease of starting and stopping 
programs at the viewer’s own schedule, and the lack of commercials. 
 
Demographics of the Participants 
Several questions of demographic information were asked. Based on these, a random cross section 
of age, gender, income, and location was clearly achieved. The survey participants were 56 percent male 
and 44 percent female. 
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Figure 4:16: Participant Gender 
 
 
 
More of the survey participants were aged 18 to 25 than any other category, but people from every 
age group 18 and over responded to the survey. The exact percentages by age group are in the following 
graph. 
 
Figure 4:17: Participant Age 
 
 
 
Of those who completed survey, 45 percent were single, 49 percent were married and 6 percent were 
divorced or separated.  
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Figure 4:18: Participant Marital Status 
 
 
 
Of those who completed the survey, 50 percent did not have children, 39 percent had children, and 
11 percent had children, but all children were over age 18.  
 
Figure 4:19: Does the Participant Have Children 
 
 
 
When asked for their annual household income, the highest percentage of respondents, 26 percent, 
had an income of $50,000 to $75,000 per year. 
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Figure 4.20: Participant Household Income 
 
 
 
Since this survey was about television viewing habits in the United States, only participants from 
the United States were accepted. Participants were asked to use a map to identify in which major area of the 
country they were living at the time of the survey. The region where the most survey respondents were 
from was the central United States with 28 percent of respondents. The North East and the Pacific were tied 
for second with 17 percent each. 
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Table 4.7: Participants Geographical Region of the United States 
Region Graphed Percentage Percentage 
Montana  0% 
Other 
 
  
 
1% 
Upper Midwest 
 
  
 
6% 
Southwest 
 
  
 
15% 
Southeast 
 
  
 
16% 
Pacific 
 
  
 
17% 
Northeast 
 
  
 
17% 
Central 
 
  
 
28% 
 
 
 
 
Figure 4.21: Heat Map of Participants Geographical Region of the United States    
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CHAPTER 5: CONCLUSION 
 From ratings data gathered and the Qualtrics survey results, a number of inferences can be made 
regarding television programming on alternate devices. Overall, the data pointed to a diversification in the 
type of programming people will watch on alternate devices versus the programming the same customers 
would watch on traditional television. This seemed to be due to traditional television being about habit, so 
viewers are more likely to watch the same channel and the same type of programming (Gervich, 2008). 
Therefore, when viewing on alternate devices, the ratings data and survey results show that viewers are 
willing to try a wider variety of programming from more channels, and encompassing more genres 
(Gervich, 2008). 
It is impossible to predict with certainty what will make a program a success, and what will allow 
continued success, otherwise networks would be able to use their market research to only produce 
programs that would succeed. This thesis sought to find what elements are important to viewers and which 
are not, as well as whether their viewing habits and the importance of each of  elements change depending 
on the device they are using to watch the program. Online syndication has become a more important factor 
in a show’s overall profit. Therefore, this thesis sought to determine the factors which are more likely to 
influence viewers’ program choices when watching on alternate devices. One element that viewers rated 
highly was the quality of the writing of the programs, making this an important element for any program to 
contain. 
  The Increased Popularity of Children’s Programming and Science Fiction/Fantasy/Horror            
Programming in Alternate Syndication 
 
Based on the findings in Chapter 4, specifically those comparing alternate devices with traditional 
television, the two genres which will give the producer the biggest advantage in alternate syndication are 
children’s programming and science fiction/fantasy/horror programs. Both these genres are seen as niche 
programming on television and do not attract big ratings. In contrast they are the 3rd and 4th most popular 
genres online, and much more popular than the reality show genre, which can generate large numbers on 
television but struggles to capture online viewers.  
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One factor that contributes to the higher rankings of children’s programming and science 
fiction/fantasy/horror programming is viewers watching more than one episode of the show. The five 
services observed for this thesis all keep track of how many times an episode of a show is watched to 
determine popularity, so less people may be watching Children’s programming and Science 
Fiction/Fantasy/Horror programming online than other genres, but they may be watching a large number of 
episodes of the programs, causing them to have more overall views (C. Meyers, 2013). Watching a large 
number of episodes of a program in a row, has been termed “binge” watching by entertainment journalists. 
Carla Meyer explains that this practice originated with science fiction fans and remains most popular with 
this group of viewers and therefore with this genre of programming (2013). Victor Luckerson explained 
that children’s programming is watched on services such as Netflix in marathon viewing of episodes of the 
same series. This is due to the increased popularity of these services as being used to “babysit” young 
children (2012). This theory is supported by the fact that while this viewing of multiple episodes in the 
same day or “binge watching” is popular with viewers of online media in general, the die-hard style fans 
who tend to be the fan base of science fiction/fantasy/horror programming are known to be even more 
likely to watch multiple episodes in a row, and are seen as the originators of the practice (C. Meyer, 2013).  
In terms of children’s programs achieving higher overall ranking online instead of in broadcast, 
the most popular children’s programs are mostly available through cable channels such as Disney or 
Nickelodeon. These channels play repeats of the programs throughout the day causing the programs to 
suffer the same ratings dilution as previously mentioned with science fiction/fantasy/horror programs. The 
only children’s show which was popular online, from a broadcast channel, was Daniel Tiger’s 
Neighborhood. This show currently airs on public television, so it is in first-run syndication across the 
country and aired at different times and on different days in each market, which caused similar ratings 
dilution.  
In terms of the increased popularity of children’s programming online versus on traditional 
television, one factor which could be contribute to this is that the parent could open their mobile to Netflix, 
let their children use the device to watch children’s programming, and have the television shows 
automatically cue up the next episode and play it for their children. This would account for the higher 
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ranking from the shows, even if they achieve the same ratio of unique viewers online. Children tend to 
embrace and utilize new technology sooner so they are simply using these services more (Luckerson 2013). 
 
The Difference between how Views are Accumulated on Alternate Devices versus on 
Traditional Television  
The data for online views and downloads for this study was accumulated over the course of an 
entire 24 hour period. Television views, conversely, as discussed in the literature review, are reported by 
Nielsen based on the live viewers plus all DVR views of the program on the same day the program 
originally airs. Nielsen also releases statistics for the number of viewers who watch a program on their 
DVR in the next 10 days after a program aired, but this is a separate statistic, and is not counted toward the 
primary Nielsen rating for a program. Further, if a viewer is watching a rerun of the program instead of the 
original broadcast, this counts as a new separate rating. Therefore if over the course of 24 hours, 100,000 
people download an episode of the SyFy Channel show Defiance, its popularity in iTunes is based on the 
cumulative number of downloads.  Sara Bibel reported that an audience of 2.17 million people watched 
Defiance’s season finale episode on Monday July 8th 2013 at 9 P.M. when it first aired (2013b). However, 
if a total of (for example) 700,000 more people watched the reruns of that final episode which Syfy 
Channel aired at different time slots throughout the week, the additional views on the repeats to did not 
affect the ratings. Since cable channels in general re-air their original content, many more times than 
broadcast stations, the shows airing on broadcast are more likely to be watched when they are initially 
aired, since there are fewer opportunities to catch reruns. The UPN network used to air a new episode of 
Star Trek: Voyager during the week, and then show it again as a rerun the next weekend. The show’s 
ratings fell since it was not all the viewers watching the show twice but rather the viewers splitting up and 
deciding which airing to watch. Fans of the show had to organize a grassroots campaign to get people to 
make sure to watch the first airing of the show, since the lower ratings due to the two airings of the same 
episode per week had caused the program to be in danger of cancellation (Bibel 2013b). 
Another factor to consider when comparing the statistics concerning the popularity of programs on 
alternate devices to the statistics concerning the popularity of programs on traditional television is that 
fewer people, at the time of this study, watch programs on alternate devices. Therefore, a show with a 
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smaller following like Defiance can achieve what are considered a high number of viewers online, but the 
pure numbers are not as high as television ratings. While downloading and streaming currently comprise 
smaller numbers than television viewership, this should not in anyway discount the popularity of children’s 
programs and science fiction/ fantasy/ horror programs online. Cable started out as a niche market with tens 
of millions of fewer people watching the most popular programs on cable versus the most popular 
broadcast programs in the 1980’s, 1990’s and for much of the 2000’s. Recently, broadcast has seen all but a 
few of the most successful programs drop to below ten million viewers, while the audiences for cable 
programs have slowly increased (Molloy 2013). This increased viewership for cable and a reduced number 
of viewers for broadcast channels culminated in the cable science fiction/fantasy/horror program, The 
Walking Dead being the most watched show on television among viewers 18 to 49 years of age. This is the 
most watched in this age group, overall, not just among cable programs. The importance of being highest -
rated among this age group is that this demographic is the most sought after by advertisers (Molloy 2013). 
Even the live talk show which airs after The Walking Dead and discusses the episode that just aired (titled 
Talking Dead) had 2.8 million viewers in the 18 to 49 year old demographic for the February 10, 2013 
episode after the season 3 premiere of The Walking Dead. Eric Kain pointed out that this rating of 2.8 
million viewers in the 18 to 49 year old demographic for a single hour of television is a higher demographic 
rating than any programs that the NBC network achieved for any of its shows in the entire month of 
February 2013 (2013). 
Since the online viewing of programming has been increasing at a more rapid pace than cable 
television, it could be extrapolated that online will go from being a niche market, as original cable 
programming was until the last 15 years, at a much faster trajectory than the 30 years it took between cable 
beginning to show original programming in the 1980’s and it achieving broadcast level ratings in the last 
few years. Another factor which contributes to online television viewing being adopted faster than it took 
consumers to watch cable in broadcast size numbers is due to the fact that the cost of entry to the online 
view of television shows is so much lower than the cost of purchasing cable (Kain 2013). 
 
Viewing habits on Amazon Instant Video and Hulu based upon the Qualtrics Survey 
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Amazon.com offers its streaming programming in two formats, The High Definition (HD) and 
Standard Definition (SD). All programs on the site are available in the lower resolution SD, while only 
some programs are available in HD. Amazon.com also releases data that indicates which format is more-
watched for each program. The trend evidenced from the data is that for programs that are available on the 
subscription service, Amazon Prime, customers chose to watch the programs in HD if available, but for 
programs which must be purchased, the SD program (which sells at a lower price point) is more popular. 
Examples of this are shown in the popularity of the HD and SD versions of the programs Falling Skies, 
Season 3 and Breaking Bad, Season 5. These programs came in at number 7 and number 17 respectively, 
but their more expensive HD counterparts would have been number 96 and number 100, respectively, if the 
duplicates had been included in the above list. This evidence points to a behavioral pattern that consumers 
using Amazon.com prefer their programs in higher resolution, but this factor does not make enough of a 
difference for them to spend extra money to acquire the programming in HD. The full list of the one 
hundred most popular programs on Amazon Instant Video can be found in Appendix E. 
On Hulu’s lists of “most watched videos” they identify if a program is available to watch on the 
General Hulu site, or if it is exclusive to Hulu Plus. Overall, Hulu Plus’s exclusive content represented a 
very small proportion of what people were watching. Of the top 20 programs on Hulu on the date chosen to 
compile the sample data (July 25th, 2013), only one program, the number 14 ranked SpongeBob 
SquarePants was a Hulu Plus only program. In the top 50 there were only two other Hulu Plus programs, 
the 80’s sit-com The Cosby Show at number 47 and the animated children’s program The Wild Kratts at 
number 49. When ranking programs in terms of all-time-viewership, Hulu Plus programs were even less 
popular. On the Hulu “most watched of all-time” chart, which can be found in Appendix F, the only Hulu 
Plus program in the top 100 was Downton Abbey, which came in at number 67. These figures seem to give 
a clear indication that the average Hulu user is much more likely to view free material on the site, than to 
use the site as a means to watch programs only available through the subscription-based Hulu Plus. 
 
Netflix’s Position as the Dominate Alternate Service for Watching Programming 
Since Netflix is the current dominate streaming service, it is in the best position to make itself the 
go to place for streaming television. However, it has been unable to keep its library growing in size due to 
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the increasing cost of licensing syndicated content to show on the service. This cost increase, as discussed 
in the literature review is due to distribution companies realizing the value of their content and 
subsequently increasing their costs. 
One potential solution for the increased price of content is for Netflix to create high pricing levels 
which include the most costly syndicated content. Another would be to have content available for rent via 
streaming for an additional cost, when it is not economical to license the title as part of the monthly 
subscription price. Netflix had created different tiers for the cost of a subscription beginning in late 2013. 
However, these new options did not include additional content. Instead, they were based upon how many 
simultaneous Netflix streams can be used on the same account (Bachman, 2014). As of the spring of 2014, 
there had been no reports or even rumors, of Netflix testing or contemplating additional streaming content 
through either a more expensive monthly subscription that allows for more content, or through making 
films available for 24 hour rentals as offered by Amazon Instant Video for many films not part of their 
Prime Subscription.  
None of the feedback from the survey question concerning what a person would do if they cannot 
find the program they want on the five services mentioned "get the show via Netflix's DVDs by mail 
service" but that is the only option Netflix currently offers for content that is not available on streaming. 
Since this option is not something that customers, according to the study conducted, would even think to 
employ, Netflix should find an avenue to offer additional content online or risk losing customers to 
Amazon Instant Video, Google Play, and iTunes, all of which offer pay per film content. 
Netflix, in the spring of 2014, was already running into limitations over the massive amount of 
bandwidth the site employs. Netflix, along with other large online content companies had to pay 
interconnection tolls to internet provider Comcast in order to ensure that Netflix content was not being 
received by customers at a slower rate. This is due to court rulings in 2012 and 2013 which allow internet 
providers to change the speed a customer is receiving content based upon which website the customer is on. 
Therefore, it would make sense for Netflix to partner up with an existing pay-per-title company, rather than 
Netflix further stretching their bandwidth through adding titles which can only be accessed on a pay per 
film basis. If Netflix partnered with a service, such as Vudu, that only offers the rental or purchase of 
digital films, and no subscription, Netflix could begin to brand itself as the source for all movies online. 
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The survey results clearly indicated viewers who are looking for programs online want to watch them 
immediately. Feedback for how the respondent would watch a program included watching it at a friends 
house if the friend had a better cable package but did not include any responses about renting or buying the 
DVDs. Netflix needs to direct customers to an avenue where they can watch the content online in a manner 
from which Netflix still obtains revenue. Otherwise, customers who cannot find programs on Netflix but 
can find the titles on other sources will begin to be dissatisfied with Netflix. Amazon Prime made headlines 
in 2013 when they were able to acquire the exclusive streaming rights to the newest episodes of Downton 
Abbey, something which Netflix had been attempting to acquire.  In the spring of 2013, Netflix received 
negative publicity in the form of news reports concerning Netflix losing over 2000 television programs and 
movies on May 1st. This event generated much media attention and was dubbed the “Streampocalypse” 
(Lawler, 2013; Miller, 2013). In reaction to this, in the summer of 2013 Netflix changed the way the 
company reports what programs will be dropped from streaming next month. Netflix’s new method of 
reporting this no longer listed all the programs that would be removed at the end of a month. Instead 
Netflix would only report the status of programs which were in the subscriber’s queue. This prevented 
news agencies from seeing the full number of programs that were being removed from Netflix streaming. 
Netflix concealing how many titles are being dropped from streaming each month may have 
stopped the headlines, but that does not mean it stopped customers from using other services to fill the gaps 
in Netflix’s streaming content. If Netflix continues to offer no other way to view titles besides DVDs by 
mail, they risk their users jumping ship to a service such as Amazon Instant Video which offer titles to rent 
if they are not included in the monthly subscription. 
Netflix is currently the most popular subscription service with 33 million customers as of January 
2014 (Welch, 2014). However, while the service is still gaining customers, if it wants to retain them and 
remain the largest subscription video service long term, it needs to find a way to fill in these gaps in its 
content before they cause customers to explore other options.  
 
Analysis of iTunes’ Ranking in the Qualtrics Survey 
One unexpected result of the Qualtrics survey was iTunes being rated so poorly by the 
respondents. When respondents ranked how likely they were to use a service on a computer, iTunes had 
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only 9 first place votes, and had far and away the most votes for being the last place, meaning it was the 
least likely service to be used. iTunes received 24 last-place votes; this was the most votes for last place, by 
a margin of 9 votes. 
 iTunes was similarly unpopular on mobile devices.  It only had 8 first-place votes and it received 
19 last place votes, again being the least first-place votes and most last-place votes of any service. This 
seems to indicate that while iTunes still gets a large number of TV show downloads yearly, it is only used 
as a last resort, as least by the scientifically random cross section that participated in this survey. One of the 
reasons behind this may be that unlike Netflix, Hulu, or Amazon Instant Video, iTunes only has television 
content available for purchase by individual episodes or season. iTunes lacks the type of monthly 
subscription that is available on Netflix, Hulu, and Amazon Instant Video. As for iTunes being less popular 
than Google Play, this may have been caused by the strict rights protocols associated with iTunes 
downloads. Episodes of television shows purchased through Google Play can be streamed or downloaded 
on any computer or Android device. This can be done on each device, and the content is not locked to the 
device that purchased the content. Buying a show through iTunes, on the other hand, is more like buying a 
physical disc of the media. It can only be downloaded once onto one device. If you download it to a 
computer you can then hook up your iPad or iPhone to the computer to sync the content onto that device, 
but it cannot be separately downloaded under the same purchase. This made it less convenient for users 
looking to pay for a TV show once and be able to watch it on any of their devices using the cloud, instead 
of having to hook the devices up to a computer to sync the content. 
On computers, iTunes was available for both Windows machines and Macs, however on mobile 
devices, iTunes is exclusive to Apple products. With the Google owned Android software overtaking 
Apple’s Operating System (referred to as OS) as the most used world wide on mobile devices in 2012, 
iTunes may be putting its market at risk through its exclusivity. Apple has publicly stated it only uses the 
iTunes store as a means to encourage the use of Apple products, as discussed in Chapter 3; therefore it 
seems unlikely Apple would make their application available on Android Phones. Therefore, if Apple 
wants to increase iTunes popularity on phones, they will need to take back the market share they have lost 
to Android phones and once again become the dominate phone operating system. 
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Survey Participant’s Satisfaction with the Programs Available on the Five Alternate Services  
The Qualtrics survey results showed that 98 percent of respondents were able to find all of the 
programs they wanted to watch on the five services being discussed. The fact that respondents were able to 
watch all of the programs they wanted using the five services being discussed, indicates that while shows 
like “Game of Thrones” may get millions of illegal downloads due to being unavailable online without a 
cable HBO subscription, the survey results would indicate this is a small subset of those who want to view 
content online in the United States. 
 Based on the results of the survey, it can be concluded that online users are much less likely to 
watch programs from CBS. CBS has very little of the programming, and no recent programming on any of 
the five services listed. Despite CBS being the most popular channel in traditional television, only two 
survey respondents indicated they were not satisfied with the availability of programs on the five services. 
This seems to indicate that, among the survey respondents, the most popular programs on traditional 
television are not those being sought out online. This could be due to, either consumers watching these 
shows on regular television, and therefore not needing to find them online, or it could be due to a 
divergence in interests between what people seek out online, and what they will watch due to the 
availability of the channel. CBS has been criticized in the media for having programs which have great 
appeal to the current system of television viewing and television ratings. CBS’s programs having been 
criticized as not having a committed fan base, and being programs which achieve high Nielsen ratings 
because they are shows viewers will watch if they are on, but are not the type of shows that fans will seek 
out on alternate devices, or be programs that viewers will be invested in making sure to watch every 
episode. This seems to be confirmed by the survey results and further validated by the relative lack of CBS 
television shows in the top 20 programs on each of the services, despite CBS’s shows being the most 
popular channel on traditional television (Seitz, 2012). 
Though most participants were happy with the content available on the five services, there is still a 
large amount of television content that is not available on these services, especially since much of it is only 
available as paid content rather than as streaming content included with the subscription price.    Therefore, 
the participants were asked what they do when they are unable to find the program they want to watch. 
Most said they would try to watch it on the website of the station the show aired on, for example, watching 
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the newest episodes of How I Met Your Mother on CBS.com. There was a three way tie for the second most 
popular response between the answers:  
• “try to find the show on another website that streams full episodes of television (such as 
Crackle.com)”;  
• “Try to find clips of the show on youtube.com”; and  
• “Not watch the show I was looking for”.  
The response of “not watch the show I was looking for” if the content is not available on the 5 
most popular services, goes against the business model currently championed by companies such as HBO, 
who attest that their show’s lack of availability without a cable subscription is not costing them any 
viewers. While cable companies make a bigger profit showing their programs on television than they 
currently do by licensing the content to be distributed through services like Netflix or iTunes, the results of 
this question indicate that making a show unavailable to customers who do not watch programs on cable, 
does not cause the customer to upgrade their cable. With these programs that are only available in a “walled 
garden” such as through HBO Go, which can only be accessed by already having an HBO cable 
subscription, those potential viewers who are not downloading the program through Bitorrent, are much 
more likely to simply not watch the show than they are to upgrade their cable or purchase the show on 
DVD (Seitz, 2012). 
 
 
 Trends in the Popularity of Programs by Genre across Platforms 
One of the trends evidenced from the results of the survey participants ranking each genre on each 
platform (televisions, computers, and on mobile devices), was more votes for the lower ranked genres when 
moving from television to computers, to mobile devices.  The most popular genres on television saw 
decreased popularity on computers.  The popularity of genres with the most votes in the category of 
television was further decreased on mobile devices. This seems to indicate that while viewers may have a 
few favorite types of programs they watch on traditional television, they are more open to trying new types 
of programming on the computer and even more open on mobile devices. Part of the reason behind this 
may be due to the fact that traditional television viewing is all about forming habits and patterns. Viewers 
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will turn on the same channel for news every night, or the same Comedy block every week. Since there is 
no set schedule to view programs air online, viewers are left to pick whatever they are in the mood for at a 
given time. Based on these results, this seems to cause the viewer to watch genres they would be less likely 
to consider watching in the more structured viewing pattern of traditional television. 
News programming was popular with survey participants on mobile devices. This indicates that 
people are likely to use their mobile devices to get news information in video format, such as through clips 
from CNN.com or their local news channel. News producers could take advantage of this fact by 
optimizing the length, format and available pixel rate of the video portals on their news websites, in order 
to gear them towards viewing on smart-phones and tablets.  
Though comedy as a genre fell from 34.6% to 32.0% in popularity when moving from traditional 
television to mobile devices, it remained the most popular program overall, indicating comedic programs 
are enjoyed by viewers regardless of the device being used to watch them. Unscripted programming, 
conversely, dropped from 30.77% to 8.0% from television to mobile devices. This drop is most likely based 
upon the fact that many unscripted programs are appointment viewing, where viewers want to find out the 
results as soon as they happen. This would make it less likely for the viewer to watch one of these programs 
in online syndication after the fact, even if it was only the next day. 
Many of the parts of the survey were very closely split across responses. There were a wide 
variety of genres that were popular with viewers when watching on alternate devices. The popularity of a 
wide variety of genres on alternate devices stands in contrast to the narrow distribution of genres on 
television, especially network television, as discussed in the previous section.  
On traditional television, the survey participants voted for comedy as the most popular genre, and 
for sports as the second most popular. While genres such as sports and action take advantage of the high 
resolution available on a traditional television, the comedy genre being on top contributes to the theory that 
viewers are more interested in a program’s content are, overall, not watching programming strictly for 
visuals. Despite the lack of science fiction/fantasy/horror programming on traditional television, this genre 
still ranked fourth in popularity in the survey question concerning traditional television. This ranking of 
fourth gave the genre of science fiction/fantasy/horror a higher ranking than genres that are more prevalent 
on traditional television, such as drama. Based upon the popularity of science fiction/horror/fantasy 
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programming on the five online services and the popularity of science fiction programming in the Qualtrics 
survey, it seems that current primetime television is underestimating the appeal of science 
fiction/horror/fantasy to viewers. Programs such as The X-Files have shown that a hit program can have 
science fiction and horror elements. Therefore, the results of this part of the survey seem to indicate that a 
well-made science fiction/horror/fantasy program could succeed in prime time on television, since it is 
currently an underserved genre. 
 
Customer Satisfaction with the Current Content available on Alternate Services 
The genre of programming which the most survey participants said they would watch more of, if it 
was available was sports programming, with 52.67 percent of participants responding they would watch 
sports if it were available on the five services. 
Despite the popularity of sport programming, it seems unlikely that alternate services would be in 
the position to get more of it, or more modern content, since each major sporting organization in the United 
States has their own pay website to watch their content, it would dilute these websites if the leagues 
licensed content to services such as Netflix. The leagues, however, would be wise to make some deal with 
these services to direct users to the websites where they could watch this content. When one searches 
“MLB World Series” on Netflix or Hulu, each league could pay to have a link appear offering a free trial of 
that league’s content website, possibly with a clip of a World Series game that comes up, demonstrating the 
content available on the league’s website. This would allow customers on these services to be aware of 
where this content was available. While a website such as Netflix would presumably be hesitant to allow 
what would amount to an advertisement on their site, alternate services need to become their customers first 
choice for searching for any type of programming, and it would be better for these alternate services to 
address their lack of sports programming, and offer customers a cross promotional deal, rather than the 
alternate service simply ignoring the dearth of sports programming on their website. As discussed within 
the previous section of this chapter about Netflix, if a service does not find a way to offer a customer all its 
content needs, or suggest a way for the customer to watch what they want, the service risks the customer 
deciding they are not finding the type of programming they want, and losing the customer’s business to a 
competitor.  
  79 
Though the participants in the survey had a number of genres they wanted to see more content 
from, 97.5 percent of the participants were overwhelmingly satisfied with the content available on the five 
services. Beyond sports being the genre that participants most wanted more content from, order of demand 
for more content by genre was closely in line with the order the participants voted for how likely they were 
to watch each genre on alternate devices. This information, in conjunction with the 97.5 percent satisfaction 
with the programming available on the five services, indicated that for most of these genres, viewers were 
demanding more content due to the frequency with which they watched these genres, not due to a lack of 
specific content they were looking for on these services. This is something that is particularly important for 
services such as Netflix and Amazon Instant Video, which have large libraries of programming that can be 
accessed in their entirety for a flat monthly rate. These services must weigh carefully the negative publicity 
received when they lose the rights to programming with their costumers’ desire for new content.  
 
How Much Does the Quality of the Special Effects influence a Viewer’s Choice to watch a 
Program? 
 
Based upon the results to this question, which are detailed in Chapter 4, survey participants were 
divided over what role the quality of the special effects played in their viewing choices. This was illustrated 
by the high number for votes on the both the low and high end of the scale.  
Those who watch programs for special effects are more likely to watch programs that heavily 
feature special effects, such as science fiction/fantasy/horror or action. Therefore, it can be taken from these 
results, that production companies should pay attention to the quality of their special effects when working 
in the science fiction/fantasy/horror and action genres, but can save money on special effects and 
concentrate on the other elements of they have a scene that requires special effects in a genre such as 
comedy or drama. This is due to viewers of science fiction/fantasy/horror and action shows more likely 
being the type of viewers who find special effects important, while viewers of other genres, based on this 
survey, are likely to either be indifferent towards the quality of special effects, or ignore the special effects 
entirely. This will allow production companies to save money when a special effect is required in these 
other genres, since the average viewer of these programs will be unlikely to notice the quality of the special 
effects. 
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Analysis of What Keeps a Viewer Watching a Program  
The survey concluded an open-ended question which asked, “Give an example of a show you 
watched regularly and then stopped watching. What was it about the program that made you stop watching 
it?” The results of this question, as discussed in Chapter 4, show the difficulty in creating programs with 
mass appeal. A frequent response about why participants stopped watching a program, involved programs 
which began to drag and seemed as if they were filling up time rather than advancing the overall plot of the 
program. CBS in 2013 aired the programs Under the Dome and Hostages. These two shows were both 
designed to be mini-series. The programs were written so that they could conclude after a single season. In 
the age of instant syndication, and Netflix streaming it seems more possible for production companies to 
make money on mini-series such as this. While Under the Dome proved successful enough that it was 
renewed for a second mini-series, Hostages concluded when the final episode aired. Rather then 
programmers trying to draw out their plot elements, at the frustration of the viewers, in order to have 
remaining plot elements for the next season, this mini-series approach allows for self-contained seasons, 
instead of partial story lines. If Hostages had been announced by CBS as a new thriller series, and then 
canceled after one season, the show would be seen as a failure, which would affect the revenue and 
exposure it would receive in syndication. However, by making the program a stand-alone mini-series, 
syndicated viewers could see the show as a self contained story, instead of a canceled program. In order to 
maximize viewers’ interest in a show in syndication, producers and networks could adopt more non-
traditional orders for series such as these limited run approaches. 
Another reason numerous survey participants listed for stopping their viewing of a program was 
the increase in violence in programs they previously enjoyed watching. Two examples of programs which 
became too violent for the survey participants’ tastes were CSI and Criminal Minds. While a program needs 
to have a certain amount of violence and dark themes to work as a procedural and to be successful on 
modern television, these shows have lost popularity over the course of their run, and this may be due to 
skewing too violent for their target demographic. NCIS is an example of a show that has been more 
successful in maintaining the thrilling elements of a procedural without becoming too dark for the viewers. 
NCIS keeping the violence from being more than what is desired by its target audience may contribute to 
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NCIS’s success as the most popular program on television for the 2012-2013 season. This contrasts with 
CSI, which once was the number one program on television, but has now fallen to lower ratings. (See 
Appendix D for the complete 2012-2013 ratings). 
 
Conclusions Summary  
This thesis set out to determine how viewer preferences for types of the most popular 
programming and the elements of these programs changed when viewed on the three currently dominate 
media platforms. The three platforms examined were: viewing on television; viewing on the computer; and 
viewing on mobile devices. In order to determine how viewing preferences changed, two major methods 
were used. The first method was comparing the most popular programs on television to the most popular 
programs on each of the five online services being studied. The second was conducting a Qualtrics survey 
to obtain detailed information about what genres the participants preferred to watch, how this changed 
platform-to-platform, and how important individual elements of shows were from platform-to-platform. 
 The major difference across media platforms that was found in these results was that viewers were 
more willing to try a wider variety of genres on progressively newer viewing devices. On television, both 
through the survey and the ratings data, comedy and drama dominated the most popular programs. 
However, viewers were found to embrace the greatest diversity of programming types on the computer, and 
watched an even wider variety of genres on mobile devices.  
  Based on the data and the comments from survey participants, the difference in the 
programming most popular on television versus on alternate devices stems from the difference in how the 
programming is accessed on these two platforms. Primetime programming on television is the highest 
viewed portion of a broadcast day, and television channels tend to fill these hours with only a few different 
types of “safe” programming. While there was only one science fiction/ fantasy / horror program in the top 
20 shows on television in 2012-2013, The Walking Dead (a horror program), was the most watched 
scripted program on all of cable television. This shows that viewers have an interest in watching a wider 
variety of programming than the current genres employed in prime time. Sites like Netflix allow viewers to 
watch any of the thousands of titles available, and the results show that viewers have a much wider variety 
of interests than the types of shows channels are willing to program into prime time. 
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The elements that make a show successful were also analyzed. These were found to be similar 
across all platforms. While survey respondents were in disagreement about what made a show a success, 
elements such as genre, and the quality of writing, were seen overall as more important than, special 
effects, cast, or setting. The cast was seen as less important once a viewer was already committed to a show 
than its initial attraction reeling in the viewer initially to choose the show. 
 Overall, the findings support production companies to be more willing to take a risk with the types 
of programs they approve, since genres such as children’s programming and science fiction / fantasy / 
horror, that are more marginal genres on television, have found much success online. Online syndication is 
currently not as lucrative as syndicating to networks or cable, so production companies will need to keep a 
program within a specific budget to ensure profitability. However, cable programs such as It’s Always 
Sunny In Philadelphia have proved it is possible to make a successful program on a limited budget. 
Therefore, production companies should be able to create programming that will fill a void not currently 
being served by traditional television, and have shows that are designed to find online success. Based on 
the research, compelling story lines are the most important contributor to retaining viewership, week-to-
week. It was also determined that writing was the most important element to a show’s continued success, 
on all platforms.  Therefore, the two main recommendations would be:  first, production companies should 
work to fill the genre niches that were found to be popular online but are currently being underserved; 
second, production companies should focus on the quality of the writing of their programming, regardless 
of the genre. Focusing on these elements would allow production companies to have the best chances of 
their programming achieving success in alternate syndication. This would position production companies 
so that they are in the best position to realize profits, for years to come. 
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APPENDICES: 
 
Appendix A: Survey Questions 
Which of the following devices do you own?  
● Television (1) 
● DVD player (2) 
● Desktop computer (3) 
● Laptop computer (4) 
● Cellular phone (non-smart phone) (5) 
● Smart Phone (6) 
● Tablet device (7) 
● None of the above (8) 
Which of the following do you do on your tablet or smartphone? 
● Watch movies (1) 
● Watch TV shows (2) 
● Listen to radio (3) 
● Surf the web (4) 
● Play games (5) 
● Other (6) ____________________ 
 
1. How likely are you to watch the following genres of programing on television? (Television meaning 
live or recorded on a DVR on an actual  television not on a computer or a mobile device) 
______  Comedy (examples: Family Guy, Two and A Half Men, The Daily Show with Jon Stewart, 
Saturday Night Live, The Tonight Show with Jay Leno)  (1) 
______  Drama (examples: The Good Wife, Suits, Revenge) (2) 
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______  Procedural (examples: House, M.D., NCIS, Hawaii Five-0) (3) 
______  Science Fiction / Fantasy / Horror (examples: The Walking Dead, Lost, Once Upon A Time) (4) 
______  Unscripted Show (examples: Game Shows, Reality Shows) (5) 
______  Sports programming (examples: NFL Football game, ESPN SportsCenter, Clips of sports 
footage) (6) 
______  Children’s programming (examples: SpongeBob SquarePants, Adventure Time, Yu-Gi-Oh!) (7) 
______  Action  (examples: Justified, Burn Notice, Covert Affairs) (8) 
______  News (examples: Your local broadcast news, CNN, Nightline) (9) 
______  Educational programming (examples: PBS’s NOVA specials, How it’s Made, WWII in HD.) 
(10) 
2. How likely are you to watch the following genres of programing on a computer? (At a laptop or 
desktop, not on an iPad or other tablet) 
______ Comedy (examples: Family Guy, Two and A Half Men, The Daily Show with Jon Stewart, 
Saturday Night Live, The Tonight Show with Jay Leno) (1) 
______  Drama (examples: The Good Wife, Suits, Revenge) (2) 
______  Procedural (examples: House, M.D., NCIS, Hawaii Five-0) (3) 
______  Science Fiction / Fantasy / Horror (examples: The Walking Dead, Lost, Once Upon A Time) (4) 
______  Unscripted Show (examples: Game Shows, Reality Shows) (5) 
______  Sports programming (examples: NFL Football game, ESPN SportsCenter, Clips of sports 
footage) (6) 
______  Children’s programming (examples: SpongeBob SquarePants, Adventure Time, Yu-Gi-Oh!) (7) 
______  Action  (examples: Justified, Burn Notice, Covert Affairs) (8) 
______  News (examples: Your local broadcast news, CNN, Nightline) (9) 
______  Educational programming (examples: PBS’s NOVA specials, How it’s Made, WWII in HD.) 
(10) 
3. How likely are you to watch the following genres of programing on an Alternate device? (includes  
computers, iPads, other tablets, as well as smartphones) 
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______ Comedy (examples: Family Guy, Two and A Half Men, The Daily Show with Jon Stewart, 
Saturday Night Live, The Tonight Show with Jay Leno)  (1) 
______  Drama (examples: The Good Wife, Suits, Revenge) (2) 
______  Procedural (examples: House, M.D., NCIS, Hawaii Five-0) (3) 
______  Science Fiction / Fantasy / Horror (examples: The Walking Dead, Lost, Once Upon A Time) (4) 
______  Unscripted Show (examples: Game Shows, Reality Shows) (5) 
______ Sports programming (examples: NFL Football game, ESPN SportsCenter, Clips of sports 
footage) (6) 
______  Children’s programming (examples: SpongeBob SquarePants, Adventure Time, Yu-Gi-Oh!) (7) 
______  Action  (examples: Justified, Burn Notice, Covert Affairs) (8) 
______  News (examples: Your local broadcast news, CNN, Nightline) (9) 
______  Educational programming (examples: PBS’s NOVA specials, How it’s Made, WWII in HD.) 
(10) 
4. Are you able to find all of the shows you want to watch on at least one of the following online 
services?  Amazon Instant Video,  iTunes,   Google Play,    Hulu, or  Netflix 
● Yes (1) 
● No (2) 
5. Rate what genre(s) of shows you would watch more content from if it were available from: Amazon 
Instant Video, iTunes, Google Play, Hulu, or Netflix 
______  Comedy (examples: Family Guy, Two and A Half Men, The Daily Show with Jon Stewart, 
Saturday Night Live, The Tonight Show with Jay Leno) (1) 
______  Drama (examples: The Good Wife, Suits, Revenge) (2) 
______  Procedural (examples: House, M.D., NCIS, Hawaii Five-0) (3) 
______  Science Fiction / Fantasy / Horror (examples: The Walking Dead, Lost, Once Upon A Time) (4) 
______  Unscripted Show (examples: Game Shows, Reality Shows) (5) 
______ Sports programming (examples: NFL Football game, ESPN SportsCenter, Clips of sports 
footage) (6) 
______  Children’s programming (examples: SpongeBob SquarePants, Adventure Time, Yu-Gi-Oh!) (7) 
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______  Action  (examples: Justified, Burn Notice, Covert Affairs) (8) 
______  News (examples: Your local broadcast news, CNN, Nightline) (9) 
______  Educational programming (examples: PBS’s NOVA specials, How it’s Made, WWII in HD.) 
(10) 
6. If a show you want to watch is not available on:    Amazon Instant Video,      iTunes,   Google 
Play,    Hulu, or   Netflix you are most likely to...       (number any that apply in order of how likely 
you would be to do so, 1 being most likely 10 being least likely)   (If you would never use one of these 
options leave it blank) 
______  Try to find the show on another website that streams full episodes of television (such as 
Crackle.com) (1) 
______  Try to watch full episodes of the show on the website for the channel it is aired on. (For 
example: episodes of The Daily Show via ComedyCentral.com, episodes of NCIS via CBS.com, 
episodes of Suits via USAnetwork.com) (2) 
______  Try to find clips of the show on youtube.com (3) 
______  Try to find clips of the show on the show’s official website (4) 
______  Purchase show through another download service (such as Vudu) (5) 
______  Purchase show on DVD or Blu-Ray  (6) 
______  Download show using BitTorrent or another similar service which is not licensed by the owners 
of the program. (7) 
______  Purchase through Cable or satellite provider’s “On Demand” feature.  (8) 
______  Not watch the show I was looking for  (9) 
______  Other (Please explain) (10) 
 
7. If you answered "Other"  as one of your options for the previous question. Please explain what course 
of Action you would take. 
8. If you are going to watch a television show on a computer please rank how likely you are to use each 
of the following services (1 being most likely on computer only not on a mobile device). 
______ Amazon Instant Video (1) 
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______ Google Play (2) 
______ Hulu (3) 
______ iTunes (4) 
______ Netflix (5) 
 
9. If you are going to watch a television show on a mobile device, please rank how likely you are to use 
each of the following services (1 being most likely on mobile device only not on a computer. A mobile 
device refers to tablets and smartphones.) 
______ Amazon Instant Video (1) 
______ Google Play (2) 
______ Hulu (3) 
______ iTunes (4) 
______ Netflix (5) 
 
10. Are there any other online video services (excluding torrents and other non-licensed services) which 
you watch television shows on? 
● Yes (1) 
● No (2) 
 
11. Please list all other online video services (streaming or download) besides Amazon Instant 
Video, iTunes, Google Play, Hulu, or Netflix which you use to watch shows. (excluding torrents and 
other non-licensed services). 
  
12.  Are any of the services you listed in the previous question, your favorite service? (Meaning you prefer 
this service over: Amazon Instant Video, iTunes, Google Play, Hulu, and Netflix excluding torrents 
and other non-licensed services). 
• Yes (1) 
• No (2) 
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13. When you watch a television show (on any platform) which of the following elements most often 
attracts you to watching a show (Rank 1 to 7 with one being the most likely.)    
 
______ The cast (1) 
______ The premise (2) 
______ The genre (3) 
______ The special effects (4) 
______ The setting (5) 
______ The show’s availability on your favorite online video service (6) 
______ The television channel the show airs on (7) 
 
14. On a Scale of 1 to 10, how likely are you to watch a show solely because of the cast? (10 being the 
most likely and 1 being the least likely). 
• 0 (0) 
• 1 (1) 
• 2 (2) 
• 3 (3) 
• 4 (4) 
• 5 (5) 
• 6 (6) 
• 7 (7) 
• 8 (8) 
• 9 (9) 
• 10 (10) 
 
15. On a Scale of 1 to 10 how likely are you to watch a show solely because of the premise?(10 being the 
most likely and 1 being the least likely) 
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● 0 (0) 
● 1 (1) 
● 2 (2) 
● 3 (3) 
● 4 (4) 
● 5 (5) 
● 6 (6) 
● 7 (7) 
● 8 (8) 
● 9 (9) 
● 10 (10) 
 
16. On a Scale of 1 to 10 how likely are you to watch a show solely because of the genre? (10 being the 
most likely and 1 being the least likely) 
● 0 (0) 
● 1 (1) 
● 2 (2) 
● 3 (3) 
● 4 (4) 
● 5 (5) 
● 6 (6) 
● 7 (7) 
● 8 (8) 
● 9 (9) 
● 10 (10) 
 
17. On a Scale of 1 to 10 how likely are you to watch a show solely because of the special effects? (10 
being the most likely and 1 being the least likely) 
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● 0 (0) 
● 1 (1) 
● 2 (2) 
● 3 (3) 
● 4 (4) 
● 5 (5) 
● 6 (6) 
● 7 (7) 
● 8 (8) 
● 9 (9) 
● 10 (10) 
 
18. On a Scale of 1 to 10 how likely are you to watch a show solely because of the show’s availability on 
your favorite online video service? (10 being the most likely and 1 being the least likely)     
● 0 (0) 
● 1 (1) 
● 2 (2) 
● 3 (3) 
● 4 (4) 
● 5 (5) 
● 6 (6) 
● 7 (7) 
● 8 (8) 
● 9 (9) 
● 10 (10) 
 
19. On a Scale of 1 to 10 how likely are you to watch a show solely because of the television channel the 
show airs on? (10 being the most likely and 1 being the least likely) 
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● 0 (0) 
● 1 (1) 
● 2 (2) 
● 3 (3) 
● 4 (4) 
● 5 (5) 
● 6 (6) 
● 7 (7) 
● 8 (8) 
● 9 (9) 
● 10 (10) 
 
20. Are there any other elements not mentioned in previous questions that determine what televisions 
shows you watch? (If "yes", please explain what they are.) 
 
21. How likely are you to notice the production values of a television show when watching it on 
television? (production values meaning the sets, locations, special effects and resolution of the picture) 
• Very likely (1) 
• Somewhat likely (2) 
• Unlikely (3) 
• I do not notice (I choose shows based entirely on other factors) (4) 
 
22. How likely are you to notice the production values of a television show when watching it on a 
computer? (production values meaning the sets, locations, special effects and resolution of the picture) 
● Very likely (1) 
● Somewhat likely (2) 
● Unlikely (3) 
● I do not notice (I choose shows based entirely on other factors) (4) 
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23. How likely are you to notice the production values of a television show when watching it on a mobile 
device? (production values meaning the sets, locations, special effects and resolution of the picture)     
 
● Very likely (1) 
● Somewhat likely (2) 
● Unlikely (3) 
● I do not notice (I choose shows based entirely on other factors) (4) 
 
24. If you think a show has low production values but enjoy the other elements how likely are you to 
watch the show again? (in any format) 
● Very Likely (1) 
● Likely (2) 
● Unlikely (3) 
● Will not watch again (4) 
 
25. If you find a program’s production values to be subpar, what element is most likely to cause you to 
continue to watch the program? (Please rank all that apply with 1 being most likely and 7 being least 
likely.)    
______ The cast (1) 
______ The premise (2) 
______ The genre (3) 
______ The special effects (4) 
______ The setting (5) 
______ The show’s availability on your favorite online video service (6) 
______ The television channel the show airs on (7) 
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26. Are there any other reasons you would continue watching a show even if you felt the production values 
were subpar? 
 
27.  If your favorite actor was replaced in his or her role  on a show, but everything else about the show 
remained the same, would you continue to watch the program? 
 
● Yes (1) 
● No (2) 
 
28. Have you decided to watch a show because of the show’s setting? (For example: Chicago Fire taking place in a fire house in Chicago, or Star Trek taking place on a spaceship.) 
● Often (1) 
● Sometimes (2) 
● Rarely (3) 
● Never (4) 
 
29. What are some of the television shows you watch most frequently, and what format or formats do you 
most often watch each of these shows on? (Format meaning: Live on TV, DVRed, on the computer, or 
on a mobile device.) 
 
30. What caused you to start watching your favorite shows? (Describe the circumstances  that caused you 
to watch some of your favorite shows, what was it that specifically caused you to watch these 
program(s)?)    
 
31. Are you likely to continue to watch new episodes of a show for similar reasons to what drew you to the 
program in the first place? 
● Yes (1) 
● No (2) 
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32. What specifically makes you likely to continue watching a show? 
 
33. Give an example of a show you watched regularly and then stopped watching. What it was about the 
program that made you stop watching it? 
 
34. How is the viewing experience different watching a show on TV versus watching on a computer versus 
watching a mobile device? 
 
35. What is your Gender? 
● Male (1) 
● Female (2) 
 
36. What age range do you fall under? 
● 0 to 17 (1) 
● 18 to 25 (2) 
● 26 to 34 (3) 
● 35 to 46 (4) 
● 47 to 54 (5) 
● 55 or above (6) 
 
37. What is your marital status? 
● Single (1) 
● Married (2) 
● Divorced/Separated (3) 
 
38. Do you have children? 
● No (1) 
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● Yes (2) 
● Yes but all children are over 18 (3) 
 
39. What is your household annual income? 
 
● $25,000  or less (1) 
● $ 25,000 to $50,000 (2) 
● $50,000 to $75,000 (3) 
● $75,000 to $100,000 (4) 
● $100,000 or more (5) 
 
40. Please select the region of the United States in which you reside by clicking on that region or your 
home state. 
 
  106 
Appendix B: Top Television Programs on each Alternate Service for July 25, 2013 
Amazon 
 
 
 
 
 
 
 
 
 
 
 
Rank Program
Free on Prime Unless
 Listed as "No" 
1 Under The Dome
2 SpongeBob SquarePants
3 Downton Abbey
4 Dora the Explorer
5 Bubble Guppies
6 Team Umizoomi
7 Falling Skies
8 Downton Abbey
9 VICTORiOUS
10 Suits
11 Blue's Clues
12 Falling Skies No
13 Caillou
14 Downton Abbey
15 The Backyardigans
16 Suits
17 Breaking Bad No
18 SpongeBob SquarePants
19 Mad Men No
20 Suits
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 Google Play 
Rank Program Name 
1 The Walking Dead 
2 Teen Wolf 
3 Breaking Bad 
4 Pretty Little Liars 
5 Vampire Diaries 
6 Family Guy 
7 Dexter 
8 Falling Skies 
9 Sones of Anarchy 
10 Suits 
11 Burn Notice 
12 The Real Housewives of New Jersey 
13 Keeping up with the Kardashians 
14 The Big Bang Theory 
15 Scandal 
16 How I Met Your Mother 
17 Doctor Who 
18 Defiance 
19 Grey's Anatomy 
20 Wonders of the Solar System 
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Hulu 
 
  
Rank Exclusive to Hulu Plus
1 Family Guy
2
3
4
5
6 Master Cher
7 South Park
8 Zero Hour
9
10
11
12
13
14 Yes
15
16
17
18 Community
19 One Piece
20
Scandal
Essex
Modern Family
Program
East Los High (Hulu Exclusive series)
Grey's Anatomy
Naruto Shippuden
Spongebob Squarepants
Sabrina the Teenage Witch
The Colbert Report
Hell's Kitchen
Law & Order: Special Victims Unit
The Office (US Version)
American Dad
The Daily Show with John Stewart
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iTunes 
Rank Program Name 
1 Suits 
2 Breaking Bad 
3 Covert Affairs 
4 Dowton Abbey 
5 Walking Dead 
6 Top Gear 
7 Top Chef Masters 
8 Game of Thrones 
9 Damages 
10 Newsroom 
11 Mad Men 
12 Project Runway 
13 Disney Junior Pirate and Princess 
14 The Daily Show With John Stewart 
15 Scandal 
16 Falling Skies 
17 Girls 
18 Sons of Anarchy 
19 The Killing 
20 Scandal 
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Neflix 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  
Rank Program
1 Family Guy
2 The Walking Dead
3 Orange is the new Black
4 Wild Kratts
5 It's Always Sunny in Philadelphia
6 Pretty Little Liars
7 New Girl
8 Lab Rats
9 Daniel Tiger's Neighborhood
10 How I Met Your Mother
11 The Office (US Version) 
12 House of Cards
13 Phineas and Ferb
14 Jessie
15 Futurama
16 Breaking Bad
17 Weeds
18 Sons of Anarchy
19 Supernatural
20 My Little Pony: Friendship is Magic
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Top Television Programs by Genre Across All Five Alternate Services 
 
 
Service 
Rank within 
Service Show Name Genre 
 
iTunes 1 Suits Drama 
iTunes 2 Breaking Bad Drama 
Hulu 3 Law & Order: Special Victims Unit Drama 
Google Play 3 Breaking Bad Drama 
Amazon Instant Video 3 Downton Abbey Drama 
Google Play 4 Pretty Little Liars Drama 
iTunes 4 Breaking Bad Drama 
Google Play 5 Vampire Diaries Drama 
iTunes 5 Dowton Abbey Drama 
Netflix 6 Pretty Little Liars Drama 
Google Play 7 Dexter Drama 
Google Play 9 Sons of Anarchy Drama 
Amazon Instant Video 9 Suits Drama 
Hulu 10 East Los High (Hulu Exclusive series) Drama 
Google Play 10 Suits Drama 
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Hulu 11 Grey's Anatomy Drama 
iTunes 11 Suits Drama 
Netflix 12 House of Cards Drama 
iTunes 12 Suits Drama 
Hulu 13 Scandal Drama 
iTunes 13 Breaking Bad Drama 
Amazon Instant Video 13 Breaking Bad Drama 
iTunes 14 Damages Drama 
Amazon Instant Video 14 Mad Men Drama 
Google Play 15 Scandal Drama 
iTunes 15 Newsroom Drama 
Netflix 16 Breaking Bad Drama 
iTunes 16 Mad Men Drama 
Netflix 18 Sons of Anarchy Drama 
Google Play 19 Grey's Anatomy Drama 
iTunes 20 Scandal  Drama 
Amazon Instant Video 20 The Killing Drama 
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Hulu 1 Family Guy Comedy 
Netflix 1 Family Guy Comedy 
Netflix 3 Orange is the new Black Comedy 
Hulu 4 The Office (US Version) Comedy 
Hulu 5 American Dad Comedy 
Netflix 5 It's Always Sunny in Philadelphia Comedy 
Google Play 6 Family Guy Comedy 
Hulu 7 South Park Comedy 
Netflix 7 New Girl Comedy 
Hulu 9 The Daily Show with Jon Stewart Comedy 
Netflix 10 How I Met Your Mother Comedy 
Netflix 11 The Office (US Version)  Comedy 
Google Play 14 The Big Bang Theory Comedy 
Hulu 15 Sabrina the Teenage Witch Comedy 
Netflix 15 Futurama Comedy 
Google Play 16 How I Met Your Mother Comedy 
Hulu 17 The Colbert Report Comedy 
Netflix 17 Weeds Comedy 
Hulu 18 Community Comedy 
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Amazon Instant Video 18 Arrested Development  Comedy 
iTunes 19 The Daily Show With Jon Stewart Comedy 
Hulu 20 Modern Family Comedy 
 
 
Amazon Instant Video 2 SpongeBob SquarePants Kid's 
Netflix 4 Wild Kratts Kid's 
Amazon Instant Video 4 Dora the Explorer Kid's 
Amazon Instant Video 5 Bubble Guppies Kid's 
Amazon Instant Video 6 Team Umizoomi Kid's 
Netflix 8 Lab Rats Kid's 
Amazon Instant Video 8 VICTORiOUS Kid's 
Netflix 9 Daniel Tiger's Neighborhood Kid's 
Amazon Instant Video 10 Blue's Clues Kid's 
Amazon Instant Video 11 Caillou Kid's 
Hulu 12 Naruto Shippuden Kid's 
Amazon Instant Video 12 The Backyardigans Kid's 
Netflix 13 Phineas and Ferb Kid's 
Netflix 14 Jessie Kid's 
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Hulu 14 Spongebob Squarepants Kids 
Amazon Instant Video 15 Yo Gabba Gabba Kid's 
Amazon Instant Video 17 iCarly Kid's 
iTunes 18 Disney Junior Pirate and Princess Kid's 
Hulu 19 One Piece Kid's 
Amazon Instant Video 19 Go Diego Go Kid's 
Netflix 20 My Little Pony: Friendship is Magic Kid's 
 
Google Play 1 The Walking Dead Fantasy / Sci Fi / Horror 
Amazon Instant Video 1 Under The Dome Fantasy / Sci Fi / Horror 
Netflix 2 The Walking Dead Fantasy / Sci Fi / Horror 
Google Play 2 Teen Wolf Fantasy / Sci Fi / Horror 
iTunes 6 Walking Dead Fantasy / Sci Fi / Horror 
Amazon Instant Video 7 Falling Skies Fantasy / Sci Fi / Horror 
Google Play 8 Falling Skies Fantasy / Sci Fi / Horror 
Hulu 8 Zero Hour Fantasy/ Sci Fi / Horror 
iTunes 9 Game of Thrones Fantasy / Sci Fi / Horror 
iTunes 10 Game of Thrones Fantasy / Sci Fi / Horror 
Google Play 17 Doctor Who Fantasy / Sci Fi / Horror 
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Google Play 18 Defiance Fantasy / Sci Fi / Horror 
Netflix 19 Supernatural Fantasy / Sci Fi / Horror 
 
Hulu 2 Hell's Kitchen Reality 
Hulu 6 Masterchef Reality 
iTunes 7 Top Gear Reality 
iTunes 8 Top Chef Masters Reality 
Google Play 12 The Real Housewives of New Jersey Reality 
Google Play 13 Keeping up with the Kardashians Reality 
Hulu 16 The Only Way is Essex Reality 
iTunes 17 Project Runway Reality 
 
iTunes 3 Covert Affairs Action 
Google Play 11 Burn Notice Action 
Amazon Instant Video 16 Justified Action 
 
Google Play 20 Wonders of the Solar System Educational 
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Appendix C: Top 30 Primetime Programs on both Broadcast and Cable Television  
for July 25th 2013 
 
 
Rank 
 
 Channel Show Title Rating Genre 
  
1  CBS The Big Bang Theory 7.99 Comedy  
2  CBS Big Brother 6.83 Reality  
3  CBS Two and a Half Men  6.73 Comedy  
4  ABC Rookie Blue 5.58 Comedy  
5  FOX Hell's Kitchen 5.43 Reality  
6  CBS Elementary  4.69 Drama  
7  ABC Motive 4.66 Drama  
8  NBC Hollywood Game Night 3.85 Game Show  
9  ABC Wipeout 3.82 Game Show  
10  NBC The Winner Is… 3.78 Game Show  
11  
Burn Notice  USA 3.063 
Drama 
  
12  NBC The Winner Is…  2.93 Game Show  
13  
Nickelodeon Big Time Rush 2.386 
Comedy 
 
 
14  USA Graceland 2.019 Drama  
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15  Lifetime Project Runway  2.014 Reality 
 
16  TBS Sullivan & Son 1.835 Comedy  
17  MTV Ridiculousness 1.539 Reality 
 
18   A&E Beyond Scared Straight 1.417 Reality 
 
19   Spike TV Impact Wrestling 1.314 Sports 
 
20  A&E My Life as a Gangster Girl 1.26 Reality 
 
21  Discovery Airplane Repo 1.015 Reality 
 
22   Discovery Property Wars 0.999 Reality 
 
23  
CW The Vampire Diaries - R 0.85 
Fantasy /Sci 
Fi / Horror 
 
24  FX Anger Management 0.844 Comedy 
 
25  TNT The Hero 0.784 Reality  
26  E! A Royal Family: E! News Special 0.74 News 
 
27  USA Summer Camp 0.716 Reality  
28  
CW Beauty And The Beast  0.7 
Fantasy/ 
Sci-Fi/ 
Horror 
 
29  TLC Wedding Island 0.613 Reality 
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30  OWN William, Kate & The Royal Baby  0.573 News 
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Appendix D: Most Watched Programs of 2012-2013 TV Season  
for both Network and Cable Television 
 
(Schneider 2013) 
1. NCIS CBS 21.6 million 
2. SUNDAY NIGHT FOOTBALL NBC 21.0 million 
3. THE BIG BANG THEORY CBS 19.0 million 
4. NCIS: LOS ANGELES CBS 17.5 million 
5. PERSON OF INTEREST CBS 16.2 million 
6. AMERICAN IDOL (Wednesday) Fox 15.1 million 
7. DANCING WITH THE STARS (Monday) ABC 15.0 million 
8. AMERICAN IDOL (Thursday) Fox 14.8 million 
9. THE VOICE (Monday) NBC 14.4 million* 
10. THE WALKING DEAD AMC 14.3 million 
11. DANCING WITH THE STARS (Tuesday) ABC 14.0 million 
12. TWO AND A HALF MEN CBS 13.9 million 
13. THE VOICE (Tuesday) NBC 13.5 million 
14. BLUE BLOODS CBS 13.3 million 
15. ELEMENTARY CBS 13.0 million 
16. MONDAY NIGHT FOOTBALL ESPN 12.9 million 
17. MODERN FAMILY ABC 12.7 million 
18. CRIMINAL MINDS CBS 12.6 million 
19. THE OT Fox 12.5 million 
20. CASTLE ABC 12.5 million 
21. DUCK DYNASTY A&E 12.4 million 
22. 60 MINUTES CBS 12.4 million 
23. VEGAS CBS 12.0 million 
24. THE FOLLOWING Fox 11.9 million 
25. SURVIVOR: PHILIPPINES CBS 11.9 million 
  121 
26. CSI CBS 11.9 million 
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Appendix E: The Most Popular Programs on Amazon.com Instant Video on July 25th 2013 
  Includes prime shows and shows which must be purchased (changes daily).   
 Amazon.com lists HD versus SD under its rankings, since it is the only site to do so, and both 
formats (when HD was available) were always within a few ranks of each other, the duplicate was dropped 
from the list and the season of the show was placed in the order of the higher ranked of the two formats.  
      
   Season 
Number 
  Show is free on 
Prime Unless 
Listed as "No" in 
this column 
 
1 Under The Dome  1     
2 SpongeBob SquarePants  1     
3 Downton Abbey  3     
4 Dora the Explorer  1     
5 Bubble Guppies       
6 Team Umizoomi  1     
7 Falling Skies  1     
8 Downton Abbey  1     
9 VICTORiOUS  1     
10 Suits  1     
11 Blue's Clues  1     
12 Falling Skies  3   No  
13 Caillou  1     
14 Downton Abbey  2     
15 The Backyardigans  1     
16 Suits  2     
17 Breaking Bad  5   No  
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18 SpongeBob SquarePants  7     
19 Mad Men  6   No  
20 Suits  2     
21 Yo Gabba Gabba  1     
22 Justified  1     
23 iCarly  1     
24 Dora the Explorer  2     
25 Falling Skies  2     
26 Arrested Development   1     
27 SpongeBob SquarePants  2     
28 Go Diego Go  Vol 1     
29 The Killing  3   No  
30 Covert Affairs  1     
31 The Walking Dead  3   No  
32 Curious George  1     
33 Daniel Tiger's Neighborhood  1     
34 Grimm   1     
35 The Backyardigans  2     
36 Tosh.0  1     
37 SpongeBob SquarePants  3     
38 Carebears: Adventures in 
Care-A-Lot 
 1     
39 Dora the Explorer  6     
40 Doctor Who  1     
41 MacGyver  1     
42 Suits  3   No  
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43 Sabrina the Teenage Witch  1     
44 Oswald  1     
45 The Real Housewives of 
New Jersey 
 5   No  
46 The Real Housewives of 
Orange County 
 8   No  
47 Olivia  1     
48 Game of Thrones  1   No  
49 Burn Notice  7   No  
50 Awkward  1     
51 Justified  3     
52 Justified  2     
53 Wonder Pets  1     
54 Covert Affairs  3     
55 Dinosaur Train  Vol 1     
56 Rugrats  Vol 1     
57 Ni Hao Kai-Lan  1     
58 Doctor Who  7 (part 1)     
59 Danny Phantom  1     
60 Avatar: The Last Airbender  1     
61 Blue's Room  1     
62 Sons of Anarchy  5   No  
63 Blue's Clues  2     
64 Continuum  2   No  
65 Pretty Little Liars  4   No  
66 Covert Affairs  2     
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67 Super Why!  Vol 2     
68 Game of Thrones  2   No  
69 Workaholics  2     
70 Secrets of Highlere Castle  1     
71 The Good Wife  1     
72 Longmire  2     
73 Are You Afraid of the Dark?  1     
74 Copper  1     
75 Go Diego Go  2     
76 Sherlock  1     
77 Super Why!  Vol 1     
78 Big Time Rush  1     
79 Go Diego Go  6     
80 Inspector Lewis  1     
81 Go Diego Go  7     
82 H2O: Just Add Water  1     
83 Workaholics  1     
84 Blue's Clues  3     
85 H2O: Just Add Water  3     
86 VICTORiOUS  2     
87 Sesame Street  35     
88 The Shield  1     
89 Breaking Bad  6   No  
90 Newsroom  1   No  
91 Pocoyo  1     
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92 Avatar: The Last Airbender  3     
93 Drop Dead Diva  1     
94 Upstairs Downstairs  1     
95 Blue's Clues  4     
96 iCarly  3     
97 Caillou  5     
98 Alphas  1     
99 Sherlock  2     
100 White Chapel  2     
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Appendix F: Hulu’s Top 100 Shows of All-Time 
(Hulu 2013)  
1 Family Guy 
2 The Office 
3 Saturday Night Live 
4 Modern Family 
5 American Dad 
6 Glee 
7 Daily Show with Jon Stewart 
8 naruto shippuden 
9 The Simpsons 
10 Community 
11 Grey's Anatomy 
12 Bones 
13 New Girl 
14 Colbert Report 
15 House 
16 30 Rock 
17 Parks and Recreation 
18 Law & Order: Special Victims Unit 
19 Arrested Development 
20 Lost 
21 Once Upon a Time 
22 The Cleveland Show 
23 Hell's Kitchen 
24 Castle 
25 Bleach 
26 It’s Always Sunny in Philadelphia 
27 Desperate Housewives 
28 Revenge 
29 Fringe 
30 South Park 
31 Grimm 
32 One Piece 
33 Naruto 
34 Kitchen Nightmares 
35 Late Night with Jimmy Fallon 
36 America's Got Talent 
37 Yu-Gi-Oh! 
38 Psych 
39 Pretty Little Liars 
40 Parenthood 
41 Bob's Burgers 
42 The Tonight Show with Jay Leno 
43 Jimmy Kimmel Live 
44 Heroes 
45 Raising Hope 
46 Burn Notice 
47 Misfits 
48 The Voice 
49 Scandal 
50 The Biggest Loser 
51 Master Chef 
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52 Lie to Me 
53 Chuck 
54 Dancing with the Stars 
55 The Secret Life of the American Teenager 
56 The Mindy Project 
57 E! News Now 
58 Greek 
59 Up All Night 
60 The Bachelorette 
61 Shark Tank 
62 The Bachelor 
63 The Vampire Diaries 
64 Nashville 
65 Smash 
66 Legend of the Seeker 
67 Downton Abbey 
68 Buffy the Vampire Slayer 
69 White Collar 
70 Make it or Break it 
71 24 
72 Yu-Gi-Oh! GX 
73 Royal Pains 
74 Revolution 
75 Whitney 
76 Days of our lives 
77 The View 
78 The New Normal 
79 Wipeout 
80 Warehouse 13 
81 Suburgatory 
82 Body of Proof 
83 Today 
84 America's Next Top Model 
85 Eureka 
86 The Middle 
87 Fullmetal Alchemist: Brotherhood 
88 Switched at Birth 
89 Last Man Standing 
90 Happy Endings 
91 Outsourced 
92 General Hospital 
93 Sabrina the Teenage Witch 
94 Merlin (Syfy channel) 
95 Flashforward 
96 Covert Affairs 
97 Don't Trust the B- in Apt 23 
98 Life 
99 Arrow 
100 COPS 
    
 
 
 
 
 
 
 
 
 
  
